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APEX “BIG 3" SELLING FEATURES HIT THE MARK 
OF RESPONSIVE BUYING 


@ When you miss a flying bird, you not only 


lose the bird . . . but the cost of ammunition and 
time as well. It’s the same in selling. When you 
lose a sale, you lose the profit, too. It costs you 
money to bring prospects to your store, cosis 
you even more when they leave your store... 
without buying. For the loss of a sale is the 


loss of actual profits, less money in the bank. 


Built in each Apex appliance are three exclusive 
sales features that provide powerful sales 
ammunition for the salesman, a sales story that 
hits the mark of responsive buying, convinces 
the prospect of Apex superiority, and effects 
more sales for Apex dealers. When “hunting” 
for bigger business this fall, “load” your guns 


with Apex and you'll “retrieve” greater profits. 


APEX ROTAREX CORPORATION e Cleveland, Ohio 


Subsidiary of THE APEX ELECTRICAL MANUFACTURING COMPANY 
West of Denver APEX ROTAREX MFG. CO., Oakland, Cal. +» In Canada ROGERS MAJESTIC CORP., LTD., Toron‘o, Ont. 
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‘Lhe 
Merchandising Month 


Farm Market 


PROSPECTIVE farm income 

with a purchasing power with- 

in 1 per cent of the 1929 
figure and 3 per cent above the average 
for the few years immediately pre- 
ceding the depression, together with 
sharp reductions in debt, interest 
charges and taxes, would seem to 
indicate that agricultural recovery has 
progressed to the point where the 
farm population can once more demand 
and consume its normal share of the 
country’s industrial output.” 

This is from the Guaranty Survey 
published by the Guaranty Trust Com- 
pany of New York. It continues in 
part: 

“This situation is clearly one of the 
most important factors to be taken 
into consideration in appraising the 
outlook for general business in coming 
months. The fact that the condition 
of the crops is good implies an un- 
usually even distribution of agricul- 
tural purchasing power throughout the 
country. Many branches of industry 
and trade are in a position to benefit 
from the improvement in agriculture; 
in fact, practically all businesses are 
likely to feel its effects directly or in- 
directly. 

“Retail sales in farming sections of 
the country have already responded 
to greater farm prosperity and in re- 
cent months have shown more favor- 
able comparisons with last year’s fig- 
ures than retail sales in general. Mail- 
order houses and other chain store 
companies operating in rural districts 
report sharp gains in sales volumes. 
Some of these concerns are expected 
to show new high records for sales in 
the second half of this year, while 
others anticipate the best business since 


1929.” 
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business in the communities where 
farm purchasing registers heavily. 
There have been over 278,000 farms 
added to electric power lines in the 
last twelve months. This is a great 
new market in itself. But still greater 
are the unwired farm population. Gas 
engine washers are suggested mer- 
chandise. 


Figures 


AUNDRYMEN are prospering. A 
| penton from the Laundryowners’ 
National Association, states that the 
nation’s laundry business is back to 
pre-depression levels and will probably 
amount to $500 million this year, an 
increase of about 30 per cent over a 
year ago. 

Some of this is at the expense of the 
home laundry business. Electric wash- 
er sales for August are off 12 per cent 
compared to August 1936. The total 
for eight months is better, however, 
showing an increase of 5.12 per cent 
over the same 1936 period and a gross 
total of 1,115,552 washers sold. Iron- 
ers are making a better statistical 
showing than washers, being up 17.51 
per cent for August and 7.67 per cent 
for the eight months period. Price 
averages of washers continue to make 
encouraging gains. The eight months 
average being $71.07 against $65.77. 
The public are buying better washers, 
36.31 per cent of the electric washers 
sold in eight months this year were in 
the $70 and over class compared to 
24.17 per cent in 1936. 

Washers are the only major appli- 
ance that declined in sales in August. 
The others are ahead, although the 
rate of gain is slackening somewhat. 
Refrigerators gained 12.6 per cent in 
August compared to an increase of 
15.1 per cent for the eight months. 


Terms Again 


ETTERS to the editor continue to 
pile up commenting on the ques- 
tion of restricting terms discussed on 
this page last month. There is nat- 
urally a pro and con in this matter. 
Many feel that terms had been over- 
sold and over extended. Even when it 
is felt that there is no reason for ap- 
prehension, it is thought wise to check 
a credit method that can easily get out 
of hand. 

We agree that a wise restraint should 
be exercised on the extension of credit. 
But we continue to urge on those who 
control finance terms the important 
difference of appliance paper from 
other instalment paper: the purchase 
of an electrical appliance, washer, 
range, refrigerator, creates econ- 
omies that in whole or in part 
will meet the monthly payment. The 
appliance trade, to be sure, has a 
responsibility in selling this economy 
idea. The point is clearly expressed in 
the following, quoted from a letter 
from a power company executive 
whose experience covers a long pe- 
riod of successful accomplishment: 

“In spite of returning employment 
and prosperity, people in the low in- 
come bracket do not now have nor 
have they ever had a sufficient margin 
of spendable income over their bare 
living requirements to permit them to 
buy appliances which involve substan- 
tially higher down payments and 
greater monthly payments due to 
shorter maturities. It is my under- 
standing that during the worst of the 
recent depression, contracts involving 
a very low monthly instalment came 
through in better shape than those 
with higher monthly requirement. If 
selling is done well, the amount of the 
down payment is unimportant. Higher 


lusive This message is printed as a poke Ranges 26.2 per cent for August down payments are only a protection 

sales in the ribs of all those electrical appli- against 39.9 per cent for the year so for cases where the selling has not 
that ance distributors and dealers who do far. been thoroughly done.” 
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We're in the JUN} 


Trade-In Appraisal Bureau for 
Portland 


O meet the trade-in problem on 

ranges, a Central Appraisal Bu- 
reau was formed in Portland, Oregon 
at the beginning of 1936. It has been 
in successful operation since that time, 
with most of the larger merchants of 
Portland holding membership and liv- 
ing up to For the first 
four or five months trade-in allowances 
were tentatively, but in May, 
1936 a definite schedule was adopted. 
This has 


time since 


its schedule. 
fixed 


from time to 
in allowances run 
as $50 for g 4-burner 
table top full-porcelain electric range 
with oven control, two years old or 
less, to $5 for a 3 or 4-burner gas 


been revised 
Trade 
from as high 
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range over three years old. The sche- 
dule covers also all types of wood and 
coal ranges, heaters and ice boxes. 
According to J. King Bryon, secre- 
tary of the Bureau, the plan has 
worked out most successfully and has 
proved most profitable to members. He 
“Our members find themselves 
out of the business of buying old 
ranges and are now selling new mer- 
chandise. Fear of the loss of a sale 
formerly encouraged many excessive 
allowances, with the result that many 
inventories of old ranges could not be 
resold on the basis of 50 per cent of 
what had been invested in them. Now, 
on the contrary, every bit of second- 
hand merchandise is carried on their 
books at an intelligent appraisal and 
is salable at a good margin of profit.” 


says: 


The Bureau maintains a “shopping” 
service for checking up on members, 
but has no penalties for disobedience, 
other than to take the matter up with 
the head of the concern and the sales- 
man who is shown to have been guilty 
of fixing too large an allowance. The 
result is a warning by the dealer that 
his concern is in the Bureau for the 
purpose of profit and that any per- 
sistent violation by a salesman will 
result in the loss of his job. 

Manufacturers and jobbers have 
watched the formation of the Bureau 
with interest and have encouraged its 
success. No report is made to them 
in the case of a persistent breaking 
of rules by any dealer, but they have 
other sources of information. Where 
a bona fide “chiseler” is found, the 
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manufacturer, in protection of his 
other dealers, has quietly discontinued 
selling the offender. This has been 
necessary in only two instances. 

Members of the Bureau report ready 
acceptance of the schedule by cus- 
tomers, who are already familiar with 
the standard trade-in values set on 
automobiles and can readily understand 
application of the same principle to 
other equipment. 


Old Garage Solves Trade-In 
Disposal 


EALERS who have difficulty in 
disposing of trade-ins taken on 
range and refrigerator sales, will be 
interested in the experience of H. E. 
Saviers & Son of Reno and Nevada. 
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BROWN BROTHERS 


This enterprising dealer sold some 
300 ranges last year and about 500 elec- 
tric refrigerators. About 75 per cent of 
the range sales involved trade-ins, 
mostly coal and wood stoves, while 
practically every refrigerator involved 
the acceptance of an old ice-box. This 
sounds like a problem which it might 
be difficult to solve. 

But Maynard Staempfli, sales man- 
ager, found a solution. He had a 
favorable opportunity to rent a large 
garage about a block and a half from 
the store, on a side street. Here he 
stored the old appliances taken in, put 
aman in charge of the place, ran a 
few ads in the want ad section of the 
paper—and the appliances were sold. 
No pretense is made of dressing up 
the place. The equipment sold is 
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... And we'll be in it just as long as our customers 


trade in their old, worn out jaloppies as part pay- 


ment for new appliances;—but some dealers are 


turning trade-in junk into dough and the following 


experiences reveal how they are going about tt 


frankly second-hand, stored as it might 
be in a second-hand dealer’s ware- 
house. Outside the place is an old re- 
frigerator with a blackboard announc- 
ing stoves and ice boxes for sale. 
People, it seems, like to buy used 
equipment in this way. They are after 
bargains and they don’t care for 
nickelplated surroundings. So brisk 
has been the demand, indeed, that dur- 
ing the first five months of the year, 
Saviers sold all the coal and wood 
ranges they took in, or had taken in 
during the past year as trade-ins. And 
found themselves obliged to order a 
fresh carload of brand new coal stoves 
to fill the orders! Mr. Staempfli says 
that there will probably be three car- 


loads of new coal stoves sold through 


this outlet before the year is out, in 
addition, of course, to all the old equip- 
ment the store takés in! 

From the store’s standpoint there 
are a number of advantages. 

First of all, the trade-ins are out 
of the way, not cluttering up the store 
and taking up valuable space which 
could be used to better effect for new 
equipment. And then this selling from 





Maynard Staempfli, sales manager of H. E. Saviers & Son, 
Reno, at the door of their "trade-in garage". 
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a place which does not pretend to be 
anything else but a secondhand head- 
quarters, means that the purchaser ex- 
pects less in servicing and upkeep from 
the store. Moreover the garage serves 
its original purpose by providing 
shelter for the store’s trucks, a sav- 
ing in storage which almost pays for 
the rent. 

There are no separate books kept 
for the place, but according to Mr. 
Staempfli, it pays its own way. 


Separate Store for Trade-Ins 


SED appliances, taken in as trade- 

ins by the electrical department 
of the Ira F. Powers Furniture Com- 
pany of Portland, Oregon, now have 
a headquarters of their own. The 
corner store, a half block from the 
main Powers building on 3rd St. has 
been rented for display and sale of 
this equipment. This gives an’ oppor- 
tunity for window displays, show cards 
and other advertising features, with- 
out in any way trespassing on the new 
appliance department, located in the 
basement of the main store. 


A Substitute for Trade-Ins 


ECAUSE the trade-in problem 
has become a difficult one in 
radio selling, San Diego, California 
has set out to find a substitute. Under 
the leadership of the Bureau of Radio 
and Electrical Appliances of San 
Diego County, of which J. Clark 
Chamberlin is managing secretary, the 
dealers of that city are announcing 
that they will recondition and reinstall 
free the old radio set with each pur- 
chase of a new 1938 console radio. 
The slogan used in advertising is “2 
Radios For the Price of One.” The 
sales story points out the fact that 
there is need in every home for more 
than one radio and suggests the 
kitchen, the sewing room, the sick 
room, the workshop, the garden or 
the bedroom of an elderly relative as 
spots where the additional set will be 
appreciated. If all of these needs are 
provided for, the old radio, of course, 
can be given to a friend or to some 
worthy organization. 
Dealers have found that the cost of 


(Please turn to page 29) 





Ira F, Powers Furniture Co. of Portland, Ore., opened this 
separate store for traded-in merchandise. 
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The Electrical Development 
League of Southern Califor- 
nia invited 225 of them toa 
meeting and brought them 
up-to-date on wiring, light- 
ing and kitchen planning 


By Clotilde Grunsky 


HE architect has long been both 
the strong point and the weak 
point in the electrical picture. 

Many of them are extremely well in- 

formed on the possibilities of home com- 

fort through adequate use of electricity 
and they are responsible for many of 
the modern electrified homes of our 

countryside. On the other hand, as a 

group they are difficult to reach with 

advice and in some cases have been so 
interested in other phases of the home 

that they have neglected the all im- 

portant matter of adequate wiring and 

kitchen convenience 

The Electrical Development League 
of Southern California recently under- 
took to present the electrical story to 
the architects of that district in a single 
meeting. It was found that neither the 

American Institute of Architects nor 

the State Association will allow in- 
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formational programs to be presented 
at their regular chapter meetings. 
However, there existed a Producers’ 
Council Club of Southern California 
which had been organized solely for 
the purpose of bringing these infor- 
mational meetings to the profession 
about every two moriths—and it was 
learned that these programs were being 
enthusiastically received by the archi- 
tects. It was a new idea to permit the 
electrical industry to handle such a 
meeting, previous events having been 
sponsored by individual companies 
who took care of all expenses. The 
matter of financing was simply han- 
dled, however, by having the Bureau 
of Power and Light and the Southern 
California Edison Company, combined, 
underwrite the expense of entertain- 
ing 400 architects at $1.50 each, the 
League assuming the balance of the 











expense, which included printing, post- 
age, photography, flowers, sound 
equipment, rent, properties and other 
details. 

An active list of architects furnished 
by the Producers’ Council was supple- 
mented by names suggested by the two 
utilities, including electrical engineers, 
prominent inspectors, school architects 
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and others in key positions. The final 
list totalled 506 names, among them 
twelve from the faculty of the Uni- 
versity of California College of Archi- 
tecture. 

In order to permit time to set props. 
to give an opportunity for a complete 
dress rehearsal with a chance to time 
the acts and correct any mistakes be- 
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225 architects—count 'em—sat down to 
dinner with the Electrical Development 
League of Southern California and heard 
the electrical industry's story. 





















fore presenting the program to the tects attended the dinner—which was 
architects, a preview was held on the held on the evening of June 10, In 
night previous for the electrical in- addition there were forty-three repre- 
dustry. The ballroom of the Elks’ Club — sentatives from the Producers’ Council 
was rented for the occasion, the com- Club and ten from the electrical indus- 
plete program presented. It was not try, both of which groups paid their 
a dinner meeting, but some 275 men own way, plus those who took part 
and women of the electrical industry in the program and the orchestra. The 
attended. The program was timed to total attendance was 326. Officials from 
last for about two hours. the American Institute of Architects, 

The invitation to the architects in- of the California State Architects 
cluded a complimentary ticket bearing Association, of the Producers’ Coun- 
the architect’s name, and also a return. cil, one of the faculty members from 
postcard on which he was permitted the College of Architecture U.S.C., 
to designate how many of the mem- chairman of the Illuminating Engi- 
bers of his staff he should also like to neers Society as well as Burdette 
have tickets for. On receipt of a re- Moody, business agent of the Bureau 
quest for additional tickets these were of Power and Light and W. L. Frost, 
mailed out immediately bearing the vice-president in charge of commer- 
words “Guest of,” followed by the cial operations of the Southern Cali- 
name of the architect. Two days prior fornia Edison Company, sat at the 
to the meeting a reminder post card head table. The program was in active 
was mailed out to the entire list. On charge of the domestic, lighting and 
the next day the two utilities followed wiring committees of the Electrical 
this up .by telephone calls to those in Development League. The program 
their respective territories who had _ and list of sponsors at each place was 
indicated their desire to attend. provided with blank space to permit 
Two hundred and twenty-five archi- of notes by the architects. Informa- 
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Prior to the architects’ meeting, electrical men gathered from all 
branches of the industry to pass on the architects’ presentation. 


tional pamphlets and other literature 
were available. 

The matter of kitchen planning was 
presented by means of .a skit—or 
rather, a series of skits. This feature 























started with a speaker who began by 
, telling of an imaginary conversation 
me tans 1 with 1937 bride. A voice from the 
—_ 7, } rear broke in at an appropriate point 
= - i and announced the first skit which 
—+ =. Sg ee showed the bride in her brand new, 
e final eae | Ma "= i : “ome lumberyard— planned _ all-electric 
them | wr gangs } kitchen. She prepared a menu, but 
> Uni- ABOUT KITCH ENS = | ey 4 grew very tired collecting foodstuffs, 
Archi- oy utensils and other necessities from the 
badly placed equipment. This was de- 
; props. scribed by the voice as it was panto- 
omplete mined on the stage, an electrically op- 
to Tame ay erated step counter at one side in the 
kes be- a 
(Please turn to page 83) 
SING 
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everyone wanted to be the leader. 
No music would be produced. 
Suppose all the boys of the band were 
interested only in waving the baton. 
Nothing would happen except a beat- 
ing of the breeze. What we some- 
times forget as appliance merchants 
is that just as certainly as an orchestra 
needs its leader, the leader needs his 
orchestra. It takes teamwork to make 
We've got to 
have a lot of brass, a lot of wind in- 
struments, a lot of sensitive strings all 
properly arranged to captivate the cus- 
tomer this fall, and on. Better get 
properly orchestrated, right now. Get 
enough real artists in your sales band. 
Get a proper balance of sales instru- 
Get someone sufficiently skilled 
to arrange their sales story in new 
and fascinating fashion. Put the boys 
through frequent rehearsals together 
so that no one will be playing three 
sales scores ahead. Send the band 
out to toot its best at every doorstep 
of your trading community. That’s 
what is going to bring business in this 
tougher appliance market ahead. 
For the past five years, there has 
been a lot of hip, hurrah, and hosannas 
about the depression-proof character- 


[ geoe an orchestra in which 


the cash register ring. 


ments. 
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istics of the appliance business. While 
most other industries were toboggan- 
ing, we have been sitting on the peak 
—and we can continue to do so, but 
it is now going to require greater 
retailing efficiency. In a certain sense, 
until lately, the public has been en- 
tranced with the rediscovery of home- 
life. Forced by economic pincers of 
the panicky years, it has had to forego 
the objective thrills of nights out. It 
has wanted, therefore, those electrical 
appliances which make life so enjoy- 
But now, with increased labor 
and higher wages, Mrs. Public is again 
in the money and is again buying fur 
coats—August sales of which ran three 
times as great as last year. We’ve 
got a new selling problem on our 
hands, 

A good way, boys, to visualize the 
change that we must face, whether we 
like to or not, is that we’ve been play- 
ing a poker game for the consumer 
dollar during the past few years 
where only three or four retailing 
players were buying chips. But now 


able. 


the great gamble has enlarged itself 
—at least 25 fresh fellows, anxious 
to recoup, are after the pot. 
they are raising every bet. 

It is not inconceivable that appliance 


And 





An orchestra needs a leader but a 

















leader also needs an orchestra and 


that applies to appliance selling in 


1937—and our sales orchestras need 


frequent rehearsals 


By Gerald E. Stedman 


merchandising which was all in the 
gravy while other industries were 
starving, might enter its tail spin 
against the inter-industrial competition 
for the consumer dollar, unless we 
appliance merchants and salesmen do a 
more effective retailing job. That is 
the reason why we ought to get our- 





“Imagine an orchestra in which everyone wanted to be leader... 


ts would happen except a beating of the breeze." 


SS 
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selves better orchestrated than ever 
before. We can be Pied Pipers for 
a new era of advancing sales—but it 
is going to take new bandwork, new 
showmanship and the old sales songs 
strung to a new tempo! 

How can we get new retailing 
efficiency from the electrical appliance 
standpoint? More careful sales train- 
ing? Yes. More fundamental under- 
standing of buying desires? Yes. 
More proof facts? Yes. But there 
are two things which appliance mer- 
chants may overlook—two which may 
often mean more in moving the mob of 
newly monied prospects than anything 
else. They are: 

First, that a prospect does not buy 
an appliance but a lot of surrounding 
influences, one of the most important 
of which is the salesman. Through 
senses we don’t yet know, each of us 
has a repellant or magnetic aura that 
permits us to persuade a prospect or 
to lose a sale. It is foolish, after a 
salesman has discovered, or a merchant 
has found, that a sale is being lost 
because of the clash of a wrong sales 
personality, to let that salesman keep 
ownership of the prospect. That is bad 
orchestration. In practical ways, the 
sales supervisional thrust can be s0 
worked out that an appliance prospect, 
failing to respond to one member of 
the band, can be assigned to another. 
Perhaps someone has been trying to 
reed her when she loves the sales story 
by violin. Then there are those who 
don’t respond to melody—they like a 
lot of raucous brass. Other prospects 
want a good drum beating. And one 
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man can’t play every instrument in the 
sales orchestra. There’s got to be a 
new type of teamwork in the months 
ahead. Too many prospects have been 
played to, and have resisted the ap- 
peal too long. Don’t give your sales 
force the feeling that it owns the 
prospect card—you do. Make it pos- 
sible to change the music and the 
personality that is playing, if that 
seems indicated. And make it possible 
for all to gain—not just to let one 
tuin a sale because his type of sales 
music doesn’t appeal to the prospect. 
Second, we must realize that persua- 
sion is not alone a matter of intelli- 
gence; in fact, it may often be dere- 
licted by erudition. It isn’t the ’arvard 
professor who is met at the station 
with a welcoming committee very 
often. But an actor, tuned to the 
emotion of the mass, gets a hand. 
After all, we are animals in our re- 
sponse to emotions rather than to 
cerebral syllogisms. We’ve got to get 
down to earth and be human. . The big 
front is well on a store, but it’s damn 
poor showmanship in an individual. 
So I think, this fall and on, we ought 
to realize that the power of personality 
springs as much from humanness as it 
does from brains—that is the per- 
Suasive and attractive power of it. 
There has been a lot of boloney 
carved about behaviorism, but, getting 
again down to earth and becoming in- 
tensely practical, let me analyze the 
Personality factors from the case 
Tecords of successful salesmen which 
seem most important to cultivate and 
use. It’s a hard assignment to hold a 
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stethoscope over the hearts, emotions 
and nerves of these firing line heroes. 
There are other symptoms than these, 
but what I shall state are the most im- 
portant characteristics. 

(1) To interest people, the prime 
art is to show them that you are in- 
terested in them. Too often, in this 
new art of selling, the salesman and 
merchant gets really self-conscious 
about himself. He puts on the agony. 
He overdoes the show. It is apparent 
to the discerning housewife. What she 
wants is a tone of honesty and sincer- 
ity. She certainly doesn’t want an act. 
Be more interested in her than you are 
in yourself. Then you are toned right 
to succeed. This can take itself into 
your windows, your store interior, 
your sales talk—into everything you 
do. Be a go-giver more than a go- 
getter. Be outward in your interests 
rather than inward. Remember that 
when you sell an electrical appliance, 
you are doing more for the prospect 
than you are gaining yourself. Believe 
in that progressive, positive point of 
view. Put it into motion. 

(2). Realize that you must have 


color. Women are romantic, and they 
control the initial buying interest. 
They like flash and whang. Don’t 


start out a sales impression or story 
with a reading of the minutes of the 
preceding meeting, or yesterday morn- 
ing’s newspaper. Make ’em thrill to 
the anticipation of the fresh, the fine. 
Put a lot of warm hues into your sales 
appeal—the appliance prospect is not 
cold. 

(3) Get a mess of change into your 
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“If a prospect fails to respond to one member of the band she 
should be assigned to another. If she doesn't respond to a@ violin 
or brass she might fall for the reed.” 


sales batter. It’s the individual anti- 
dote for lost sales. Mrs. Maria Hem- 
ingway, just outside Philadelphia, who 
had been called on 17 times by a 
certain salesman—when asked why she 
hadn’t been persuaded, declared that 
like styles, sales talks ought to change 
—and she was curious to see how 
long the appliance salesman could go 
without changing his pace. 

Take a lesson from Phil Spitalny 
and his All Girl orchestra on General 
Electric’s air program, and incorporate 
it into your retailing orchestration. 
A little contrast. Some slow music 
and fast. Some deep notes and high. 
Disrupt the monotony of the old, old 
sales story. That is what will make 
the prospect emotionally glad enough 
to want to buy! 

(4) Get a lot of human interest 
cooked up to serve to the prospect. 
Appeal to the senses, proof that she 
will win more than you, heart-to-heart 
stuff; she isn’t just another dotted 
line. Get some evangelistic furor 
about your approach. Even sprinkle 
on a little sex appeal! 

(5) Finally, after the use of such 
emotional manipulations, all properly 
modulated or intensified as the pros- 
pect’s interest indicates, get down to 
the basic sales story in true, proved, 
logical style. Punch each point home 
with the proper seasoning suggested, 


but make the point and get an agree- 
ment upon it. Nothing beats tech- 
nical skill in any form of artistry. 
You’ve got to exhibit your sales story 
completely—in a presentation, or in a 
sales window—but you’ve got to con- 
tinue to put it in new sales clothes, 
restyle it, give it those fresh facts 
which will make it register appeal- 
ingly. 

Technical skill makes a sales marks- 
man, just as definitely as it permits 
the archer to hit his target, the soldier 
to win his sharp-shooting medal, or 
the regatta-winning sailor to tack into 
a puff to his advantage. But what 
makes appliance selling so much the 
greater sport is that it passes the 
bounds of logic and mathematics and 
becomes a thrilling encounter with 
human engineering. There are all 
these dramatic variables to it. Each 
sales encounter demands an individual 
technique, based as much upon the 
heart as upon the head. 

Are you properly orchestrated? 
Have you enough real sales artists in 
your band? Are they willing to fol- 
low a director’s lead? Or are they all 
prima donnas? We are going to need 
appliance merchants who can manipu- 
late the human factor to go 
more effectively after the human 
factor in the sales fields this fall... 
and on! 


PAGE 7 














Farmers Everywhere 
Enthusiastic Over the Wew 


WASHER: MOTOR 


ELECTRIC CRANKING ... WASHING ... BATTERY CHARGING 


No farm equipment in years has caused so much favor- 
able attention. Farmers and their wives are flocking to 
stores where they can see demonstrations of gasoline driven 
farm washers equipped with the new Briggs & Stratton 
Start-Charger Washer Motor. . . . Are you getting your 
share of all this new business? Think what this new 
motor does! It’s self starting like a motor car. And it 
charges radio and other storage batteries—while doing the 
washing. No wonder farmers are even discarding their 


old washers and buying the new Start-Charger Models. 
Share in the extra profits that the Start-Charger Motor 


is bringing so many dealers—get in touch with 


your washer manufacturer immediately. Most ot your rural customers 
will not have Hi-Line Service 
BRIGGS & STRATTON Corp. A Fag h sngpe 4 


i i ame enty of sales now on 
Milwaukee, Wis. hanger, qrecfine wesh 
U.S. A. 4 s. ‘Bach month, in state or 
national farm papers, Briggs & 

Stratton are telling farmers to 

see you for a demonstration. 


BRIGGS & STRATTON 


WAUKEE WIS 


GASOLINE 
MOTORS 
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Howell Electric Co., Reno, Nevada 


EATHER was cold and re- 
W frigerator sales were slow 

during early spring for most 
of the Pacific Coast and Intermoun- 
tain area, but not for Reno, Nevada. 
Jack Howell, of the Howell Electric 
Company reports that his store started 
the year by ordering a carload of re- 
frigerators, one of a shipment of 52 
carloads which was sent out to the 
General Electric distributor at San 
Francisco in December. 

January was cold—perhaps you 
have heard of the West coast’s “un- 
usual” weather this last winter ?—and 
when we say cold, we mean cold. 
Reno has always had other reasons 
than its climate for advertising itself 
as a winter resort, but most winters 
are not so bad. This year, however, 
iurnished records in temperature drops 
and feet of snow on the ground and 
similar statistics usually considered 
unfavorable to refrigerator sales. Did 
this chill the enthusiasm of the Howell 
sales force? It did not. By the end 
oi January, they were about ready for 
another carload and by the first of 
May three carloads were out of the 
store and in customers’ homes. 

When asked how it was his sales 
force managed to sell refrigerators in 
quantity lots during the best of the 
winter months, Mr. Howell simply 
said they set out to sell them and they 
did. He has six salesmen and he has 
brought them up to forget about the 
seasons when it comes to refrigerator 
selling. “As a matter of fact,” says 
Mr. Howell, “people usually keep their 
kitchens warmer in the winter than 
they do in the summer and there is 
more danger of food spoilage.” 

More people buy refrigerators to 
safeguard the health of their families 
than for any other reason, according 
to Mr. Howell—and this is a year 
round affair. Secondly comes the 
saving in the household budget made 
by eliminating food spoilage, thirdly 
the matter of convenience, fourthly 
the attractive desserts and other spe- 
Cialties made possible by the me- 
chanical freezing unit and last of all 
the saving due to elimination of the 
monthly ice bill. This last is almost 












* 


es + 
The cooking school conducted by the Howell 
Electric Company in a local motion picture 


house last fall resulted in 3,000 prospects. 


the only factor which is a seasonal 
one—and in many households where 
the housewife is wise enough to keep 
up refrigeration during the mild spells 
which alternate with times when the 
back porch provides an ice supply of 
its own, this is at least a year round 
annoyance which electric refrigeration 
can eliminate. 

Mr. Howell believes in giving his 
salesmen an adequate background of 
training. A new man goes through 
a regular course, which involves 
learning how to use the equipment 
himself. He is taught cooking on the 
electric range arid the preparation of 
special foods in the electric refriger- 
ator. He is required to take the ap- 
pliance apart and learn how it is put 
together again so that he knows what 
he is talking about when he mentions 
insulation, oven control, thermostats 


and other talking points. 


The men spend most of their time 
in the field. Last year the firm spon- 
sored a cooking school in the local 
moving picture theater, using the 
General Electric range film as one of 
the feature attractions, with the Gen- 


eral Electric travelling coach parked 


outside the theater as a further ad- 
vertisement. The theater was packed. 
Cards filled out for the drawing indi- 
cated, moreover, that 3,000 of the 


women present might legitimately be 
considered as prospects. Following up 


these names has kept the boys busy in 


spare moments ever since. Whenever 
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WHO SAID 


Refrigerator Sales 


Were Seasonal 


Mr. Howell is the one on the right with a 


The Howell Electric 
Company of Reno, 


Nevada Disapproves 
The Theory 







distributor's representative at the other end 
of the banner. Just showing that the store 
handles washing machines in carload lots, 





there is no other more direct business 
on the boards they dig up some of 
those theater cards. To date, 75 per 
cent of the possible: purchasers have 
been called upon—and of this number 
fully 40 per cent have proved good. 
What is interesting is that though 
quite a respectable number of ranges 
have been sold, the great interest has 
been in refrigerators, though this ap- 
pliance played only a minor role in the 
cooking school event. 

There is a lot of new building going 
on in Reno, as there is in most sec- 
tions of the country these days, and 
the Howell salesmen follow up every 
prospective home owner. Note that 
the contact is with the owner rather 
than the builder or architect—in Mr. 


Howell’s experience the matter of 
kitchen convenience is one which is 
decided by the housewife and by no 
one else. Time spent on the builder 
results usually in a request for a dis- 
count—and then has to be followed up 
by a personal sale to the housewife as 
well, 

As for the salesmen—a good quality 
product which he can sell, adequate 
support from the store and the possi- 
bility of making good money if he 
gets out and works, will do the trick. 
If a salesman knows how to do it and 
knows that the money is there to 
make—he will do a good job. So says 
Mr. Howell. And judging by the car- 
loads of refrigerators he sells, he ought 
to know. 
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In 1933, Georgia Power. s@l 7 st ouer 100 


bs a 


electric water heaters; this ge ar they will sell 
close to 5,000. This is the shory of the 5-year” 
plan that.made those; results possible. 


‘6 ELLING water heaters presents 

4 no greater problem than selling 

any other major appliance—if 

you have a plan,” says O. M. Jackson, 

merchandise manager of the Georgia 
Power Company. 

He ought to know. Before Georgia 
Power Company had a plan water 
heater sales by the company or by 
dealers were practically non-existent. 
A bare 117 units were installed on the 
lines in the year 1933—that was dur- 
ing the depression. Sales forces that 
could dispose of refrigerators and 
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By Laurence Wray 


washers by the thousand were licked 
by the water heater. The customers 
didn’t want them, the few that bought 
them were dissatisfied, and the sales- 
men avoided them like the plague. 
All that is changed now. The fol- 
lowing year—1934—saw 1,896 electric 
water heaters installed; the next year 
2,857 more were added by company 
sales effort and dealers chimed in with 
an additional 25 units. In 1936, a year 
later, there had been 3,965 more cus- 
tomers added to the list of those heat- 
ing water electrically and dealers in- 


creased their contribution by another 
140 «units. This year, the company 
will; sell close to 5,000 electric water 
he&ters and dealers—who have already 
said.more’in three months this year 
than they sold all last year—will add 
another 350 units to that. 

More than 10,000 water heaters are 
ngwon the lines of the Georgia Power 
Company which makes their saturation 
about 7 per cent compared to a 60 per 
cent saturation of electric refrigerators 
and a 21 per cent saturation of elec- 
tric ranges. Today, dealers are 
actively in the electric water heater 
business as they are in the range busi- 
ness. Customer satisfaction with elec- 


Electric water heaters installed in average and hig 
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What one Georgia Kitchen looked like before 





tric water heating rates higher than 
any other appliance sold by the com- 
pany, according to Mr. Jackson. 

All accomplished in less than five 
years. And that’s a story. Briefly, 
it is the story of a plan. Here it is, 

In 1933 several things militated 
against the sales of electric water 
heaters:' Lack of customer education; 
complete absence of dealer interest or 
activity in water heater selling; rela- 
tively high cost of operation consider- 
ing that 70 per cent of all water 
heaters that have been sold in Georgia 
Power territory have had to compete 
with cheap natural gas; lack of knowl- 
edge on the part of retail appliance 
salesmen when it came to specifying 
proper sizes of water heaters for in- 
dividual homes and requirements; and 
—finally—the lack of any definite com- 
pany policy to overcome these various 
resistances to water heater sales. 

And so—in 1933—company execu- 
tives from P. S. Arkwright, president; 
C. A. Collier, vice-president and O. M. 
Jackson, merchandise manager, down 
—went into a huddle and decided that 
either Georgia Power should have a 
definite promotional and sales policy 
on water heating or should quit fid- 
dling around. It was about that time 
that Mr. Arkwright’s three-year load- 
building plan was being put into effect 
so that the decision to do something 
about electric water heaters fitted in 
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kitchen after electrification. 


neatly with the rest of the load-build- 
ing schedule of the company. That 
three-year plan, incidentally, was com- 
pleted within two-and-a-half years and 
the company are now embarked on 
their equally ambitious “selective sell- 
ing” plan which puts company sales, 
advertising and promotional emphasis 
on minimum bill customers who, at 
present, are being served with energy 
at a loss. 

First step in the plan was the estab- 
lishment of a rate that would make 
electric water heating directly com- 
petitive with other fuels and existing 
methods of water heating: gas stor- 
age water heater; automatic, instan- 
taneous gas heaters; kettle, side-arm 
and slow recovery storage water 
heaters; coal cadet heaters and kero- 
sene heaters. A standard 8-mill, off- 
peak rate was finally settled upon, 
employed with a double-element heater 
with the off-peak element separately 
metered. 

Actual comparison of this electric 
water heating rate with other types of 
fuels shows about as follows: assum- 
ing a monthly delivery of 1,200 gallons 
of 150-degree water having a 100 per 
cent rise, the effective B.t.u. require- 
ment would be 996,000 or 343 kilowatt- 
hours. At the 8-mill rate that amounts 
to $2.74. The bill to the customer 
would depend largely on which step 
in the rate schedule he fitted. If he 


was already using 200 kw.-hrs. a 
month his bill would be less. A study 
of operating costs of the water heaters 
installed on Georgia Power lines 
shows that the average bill for off- 
peak water heating amounts to $2.30 a 
month. That alone has proved a 
potent selling force when directed at 
the skeptical customers who are sure 
that heating water electrically is ex- 
pensive. To do the same water heat- 


ing job with natural gas as the ex- 
ample mentioned above, there would 
be 2,000 cu. ft. of gas required. Figur- 
ing a service charge of 60 cents, $1.10 
for the first 1,000 cu. ft. and $1 for 
each of the next 2,000 feet, the cost 
to heat the water by gas would amount 





homes. $2.30 a month is the average operating cost. 
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to $2.70. To do the same job with 
coal would require 370 lbs. which, 
with coal at $8 .a ton would amount to 
$1.48 plus the cost of kindling, firing 
and ash removal. 


Telling the Salesmen 


And so while electric water heating 
is definitely superior in so many ways 
to other methods, it is also directly 


Howard Wilson, center, Atlanta 





O. M. JACKSON, merchan- 
dise manager, Georgia Power 
Company 


competitive in cost in Georgia Power 
territory. 

With a satisfactory rate worked out, 
the next problem was to acquaint the 
salesmen with the water heating story. 
After a good deal of looking around, 
Georgia Power decided to write its 
own sales manual. They did—and 
produced one which is a model of its 


(Please turn to page 40) 





merchandise sales supervisor, shows sales- 


men how to demonstrate a range. 


ABOVE LEFT 


The water heater takes its place with the range and the refrigerator in this 
average Georgia family's home. 


















EBONIZED 


= MONEL 


FOR THE NEW CHROMALOX RANGE UNITS... 


Chromalox Super-Speed units now 
equipped with deflectors of newly devel- 


oped Monel .. . to end heat discoloration. 


@ For years the Edwin L. Wiegand Co. have used 
Monel for vital parts on their Chromalox units— 
for Monel* never rusts or chips or cracks even 
when subjected to intense heat. And now comes 
Ebonized Monel bringing still greater advantages 
to Chromalox units. 

What is Ebonized Monel?; how is it made?; 
what can it do?—Ebonized Monel is simply Monel 
with a special oxide coating that is as tightly ad- 
herent to the metal as ink on paper. The appear- 
ance is like that of a photographic negative—black 
but still glossy. Heat has no more effect on its color 
than the sun does on that of a negro. Ebonized 
Monel, like Monel, cannot rust. 


to heat, corrosion, rust and discoloration; those 
are the requirements of these famous units—and 
the qualities possessed by Ebonized Monel. 


Note: Many other uses will be found for this 
new always black, always shiny metal. Any appli- 
cation which requires a material to resist heat and 
corrosion . . . a material that will eliminate the 
common difficulty of heat and atmospheric dis- 
coloration, needs Ebonized Monel. And anyone 
contemplating the design and manufacture of 
equipment using this metal will find Inco engi- 
neers ready and willing to cooperate, eager to in- 
vestigate the possibilities fully, scientifically. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street New York, N. Y. 


*Monel is a registered trade-mark mee & = 

y > M4 . lloy taini imately two-thirds Nickel 

So Ebonized Monel is the ideal mate- N ae es ee aa Sa 

. a ° /MONEL\, smelted, refined. rolled and marketed solely by 
rial for Chromalox deflectors. Resistance International Nickel. 
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T THE outset I want to state, 
that everything I say in the 
following is my very own opin- 

ion. It may or may not be the opinion 
of The Electrical Association of Phila- 
delphia; it may or may not be the 
opinion of its membership. Right or 
wrong, hot or cold, what I am about 
to say is the opinion of George 
Conover. 

Now, let me ask the question: “Who 
sells the Kilowatt Hour ?” 

And here’s my answer—“Nobody”. 

My few subsequent remarks will, I 
hope, show you why I make this 
answer. They might even prove my 
case. 

In pursuing the thought, we should 
bear in mind the complex nature of the 
electrical industry considered both 
nationally and locally. Any attempt to 
plan a program of co-ordination of all 
these complex elements presents more 
difficulties than would be encountered 
in practically any other industry. 
Therefore the very fundamental reason 
for the existence of an electrical asso- 
ciation is to develop just such a pro- 
gram of constant effort to promote 
constructive activities. Only in this 
way can an association capture, de- 
serve, and hold the support of its mem- 
bership. This is particularly true of a 
local association whose duty it is to 
both represent and interpret the views 
of the entire industry; manufacturers, 
distributors, and dealers, as well as 
contractors and the utilities. 

To coordinate the efforts of all of 
these for the best interests of each in- 
dividual group and the industry as a 
whole is often a delicate task. Fre- 
quently the association manager finds 
himself in the position of arbitrator, 
judge or jury in his efforts to harmo- 
nize and effect compromises between 
the different branches in order that 
they may effectively work together to- 
ward a common objective. 

' Because of their direct or ultimate 
impact upon the public, the majority 
of an Association’s promotional efforts 
are with the manufacturers, distrib- 
utors, and dealers. Of course, the 
power company deals direct with the 
consumer as well, but its functions and 
operations are so constantly presented 
to you that I shall ignore them some- 
what in order to give the proper 
amount of importance to the other 
factors in the Kilowatt Hour picture— 
namely, manufacturer, distributor, con- 
tractor and dealer. Remember,—no- 
body sells the Kilowatt _Hour—but 
these branches come nearest to doing 
it. ; 

Let us consider the electrical man- 
ulacturer—it is my honest opinion that 
not one of us gives a just amount of 
credit and gratitude to the manufac- 
turer for the gigantic part he has 
Played in the advancement of the elec- 
trical industry, 

It is the manufacturer who has de- 
veloped and perfected all the electrical 
quipment and appliances in use today, 
and who continues untiringly to de- 
velop new current consuming prod- 
ucts. He brought the electric refriger- 
ator through its troublesome and 
Profitless years to the high state of 
perfection in which we know it today. 
His research laboratories through 
years of expensive experimentation 





From a talk delivered before the Penn. 
Utilities Association, Bedford Springs, Pa. 
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Who Sells the 
KILOWATT-HOURP 


The manufacturer, the distributor, the dealer 


and the contractor come nearest to doing it, 


says this industry authority. 





By George R. Conover 


Managing Director, Electrical 
Association of Philadelphia 


have given us our present degree of 
perfection in the electric range, water 
heater and the numerous other ap- 
pliances that contribute millions of 
dollars in sales annually to the indus- 
try, together with continued increase 
in load. He did this as pioneers 
usually do, largely with his own capi- 
tal, knowing that somewhere ahead, 
there were profits for all. He con- 
tributed such great milestones in elec- 
trical progress as the perfecting of the 
transformer, the turbine-generator, 
motors of increasing size and various 
types, improved switch gear and cable 
to govern and distribute current. To 
be sure, all along the line he was 
aided and encouraged by the far- 
sighted utilities—and much of the 
latter work was done directly for 
them; but the perfecting of the prod- 
uct was distinctly a contribution of 
the manufacturer. 

An excellent example of his work 
will be found in the development of 
radio. It was the manufacturer who 
developed the AC receiving set. It 
was he who pioneered in its produc- 
tion and distribution. He spent his 
own dollars in merchandising and 
promotional campaigns as new de- 
velopments and ideas were evolved. 
He and other financial- interests in- 
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vested hundreds of millions of dollars 
in the establishment of broadcasting 
stations and net works, and carried 
them through many profitless years 
for the primary purpose of making 
radio sets saleable. 

Dare we question therefore that it 
was the manufacturer who contributed 
most toward the development of the 
present load consumed by the 25 mil- 
lion radio sets in operation in Ameri- 
can homes today? If these sets are 
used on an average of only one hour 
per day we get into “Amos and Andy” 
calculations to find a consumption of 
nine and a quarter billion kilowatt 
hours annually. 

Let us consider just one commer- 
cial item, the industrial heating busi- 
ness, and see what the manufacturer 
has contributed. This highly desir- 
able unity power factor load operates 
also at a high load factor. It brings 
the power companies an average an- 
nual revenue of $25 per Kilowatt. And 
while this heating load may be con- 
sidered small when compared with the 
total, yet one manufacturer alone, 
within the past eight years has added 
800,000 Kilowatts to power company 
lines, which means an annual revenue 
of some twenty million dollars. 

One of the most interesting phases 





of the study of heating loads is the 
discovery that every dollar's worth of 
industrial heating equipment sold by a 
manufacturer for use on a power 
company’s lines brings to that power 
company an annual revenue of $1.25. 

Another manufacturer reports that 
during a five year period his sales 
of Air-Conditioning equipment alone 
created a consumption of 5,800,000 
KWH—his motors, 680,400,000 KWH 
—welding equipment 51,128,000 KWH 
and his traction and trolley business, 
267,675,000 KWH. I think you,will 


agree that these manufacturers come fy 


mighty close to selling the kilowatt 
hour. 


Let us go on to——— 


The Electrical Distributor — 
who performs an invaluable ‘service in 
the development of the industry: In our 
complex system of merchatidising, 


caused chiefly by the geographical iit» 


mensity of our markets, the electrical 
distributor or wholesaler is as neces- 
sary as light and power. 

He serves the manufacturer by 
spreading the cost of distribution over 
many lines of merchandise. He ‘sub- 
stantially reduces the producer’s oper- 
ating, warehousing and selling costs, 
thus making lower appliance prices 
possible to the consumer. His well- 
trained sales organization provides an 
intensive and economic sales coverage 
and service contacts; simplifies the 
handling of orders and save account- 
ing and collection costs. His show- 
rooms provide proper displays of com- 
modities, economical distribution of 
literature; reduce packing and ship- 
ping costs; and through anticipation 
orders, the distributor levels the 
dangerous peaks and valleys in the 
manufacturer’s production charts. 


But, greatest of all, he is a load- : 


builder. Every working day over 
10,000 electrical distributor salesmen 
in the United States sell great quan- 
tities of current consuming electrical 
appliances and equipment. Yes, the 
electrical distributor, we have found, 
has a vitally important place in our 
kilowatt hour market study—and so 
has his customer. 


The Electrical Dealer—Before 
proceeding with the Dealer’s part in 
the Kilowatt Hour picture, may I be 
permitted to lay the axe of fact at the 
root of the old fallacy that the dealer 
is disturbed by the active selling of 
merchandise by the utility. It is my 
considered belief that the average 
dealer has no particular interest in, 
whether or not the utility sells mer- 
chandise, so long as a definite policy 
is maintained which does not aim nor 
tend to destroy his market through 
price-cutting, through the giving of 
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HE ABC Spinner Washer Model 177 is a custom-built, complete home 
laundry unit that Washes... Rinses ... Blues .. . and Damp-Dries the 


clothes. Attractive design, modern streamlined styling, and revolutionary new 
safety and convenience features place it years ahead of all competition. 


The Spinner is the crowning achievement of 28 years experience In the manu- 
facture of dependable, precision-built home laundry equipment. It is the 
acknowledged Aristocrat of all centrifugal-dryer type washers. 




















ABC's sales records for the first-9 months of 1937 show 
that the big swing in washer sales is to the ABC Spinner. 


To aggressive appliance dealers who are interested in increasing their 
average unit of sale in washers and in boosting their washer profits, 
this should be encouraging and significant. It should be encouraging 
because it proves conclusively that the ABC Spinner offers the perfect 
solution to the washer profit problem; and it should be significant because 
it shows definitely that the new ABC Spinner enjoys established consumer 
acceptance. 


Many housewives in your community want the finest, most efficient washer 
the market affords ... and can and will pay the price to get it... in the 
ABC Spinner ... to your profit. Write, wire, or phone today for complete 
information on the ABC Franchise which will enable you to merchandise 
the ABC Spinner. 


ALTORFER BROS. COMPANY 


Creators and Builders of ABC Household Appliances Since 1909 









FACTORY AND MAIN OFFICE PEORIA, ILLINOIS 











ARE YOU GETTING YOUR SHARE 
OF THE IRONER BUSINESS? 



















— are widely recognized today as one of 
the most profitable products in the major appli- 
ance field. They have now entered their era of 
| large-volume sales. 
| ABC dealers are getting their full share of this 
) splendid extra-profit business with the ABC Ironer 
Vline, topped by the De Luxe Console Cabinet 
Troner Model XA, illustrated here. 



























ABC dealers offer a really complete home laundry 
Service . . . both Washers and Ironers . . . under 
| One nationally known brand recognized for its de- 
Pendability. 








































































































GLORIA STUART 


MOVIE 
THEATRE and 
MAGAZINE 
TIE-INS 










and ask for the 


Goes Royal” 


x *k * 





“Hollywood 
goes ROYAL’ 


DEALERS are already 
using this new — and 
novel plan of bringing 
new customers into their 
stores 


INVESTIGATE 
THIS NEW 
PROMOTION 
TODAY 


“Hollywood 
Sales Plan. 


JUNE LANG 


20th 


FOX 
STARS 


THE P. A. GEIER COMPANY 


540 E. 105th ST., CLEVELAND, OHIO 
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Who Sells the Kilowatt Hour ? 





premiums or similar unfair trade prac- 
tices. 

In the Philadelphia area we rarely 
hear the subject of utility merchan- 
dising discussed. The Merchandising 
Committee of this Pennsylvania Elec- 
tric Association deserves high praise 
for the splendid work it did in es- 
tablishing the proper understanding on 
this subject throughout the retail trade 
in Pennsylvania a few years ago. 

An interesting commentary on the 
Philadelphia situation is found in the 
fact that when, a few years ago, an 
anti-utility merchandising bill was in- 
troduced in the Pennsylvania state leg- 
islature, forty Philadelphia retailers of 
Electrical appliances took time off to 
go to Harrisburg in a body and 
vigorously oppose it. 

But our electrical dealers have 
many serious problems today. After 
spending considerable time with the 
retailers of the Philadelphia area dur- 
ing a recent investigation, I can assure 
you that if I should find myself in the 
business of retailing electrical appli- 
ances, my first act would be to go 
out of business. Conditions in this 
branch of our industry are most dis- 
couraging. 

Dealers have brought much of this 
misery on themselves, although some- 
what aided and abetted by the dis- 
tributor. Too many dealers felt that 
in order to succeed they must increase 
their volume, regardless of method 
used. Consequently, they pursued a 
price-cutting policy which has dimin- 
ished their profits to the point of in- 
visibility. Plus this—in order to meet 
each other’s competition, they have 
gone in for ridiculous trade-in allow- 
ances, no down payments and long 
term leases. The fallacy of these 
methods is being brought, all too often, 
to our attention by the number of 
business failures. 

Do I hear somebody say, “So what” 
—or, are you thinking “What has that 
to do with me?” 

It’s your problem—and mine. And 
the Electrical Association of Phila- 
delphia intends to do something about 
it. I submit that such action in such 
an emergency is and should be in 
strict accord with the aims and pur- 
poses of any local electrical associa- 
tion. 

The distributor has been guilty we 
find and is responsible for some of 
the present trouble. He has been sell- 
ing too many consumers at wholesale 
prices. He has been selling fraternal 
buying organizations; has sold to- the 
employees of any industrial and com- 
mercial account on his books—all at 
wholesale prices. He has thus created 
false and unfair competition which has 
encouraged or driven dealers to cut 
prices. So here’s what we’re doing. 

In the State of Pennsylvania, we 
have a Fair Trade Practice Bill—one 
of the few bills, by the way, that the 
Pennsylvania Legislature has passed 
in recent years which is written in 
english. It is called—“‘An act to 
protect trade mark owners, distribut- 
ors and the public against injuries 
and uneconomic practices in the dis- 
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tribution of articles of standard qual- 
ity under a distinguished trade-inark, 
brand or name.” 

I shall not quote it here although i 
is very brief for a piece of legislation, 
In effect it provides that sales 
contracts may contain clauses which 
definitely specify the price at which 
an article must be sold—and that any 
deviation in advertising or otherwise 
offering for sale or selling such an 
article at lower than specified price 
is unfair competition and is actionable 
at the suit of any person damaged 
thereby. It is interesting to note tha: 
the new Federal Fair Trade Lay 
known as the Miller-Tydings Ac: 
makes legal this price maintenance 
between states having a Fair Trade 
Practice law. All states except Ala- 
bama, Delaware, Mississippi, Missouri, 
Texas, Vermont and the District of 
Columbia have such laws. 





Taking ad- 
vantage of the State 
and Federal Fair Trade 
Practice laws, Philadel- 
phia dealers are set- 
ting up the means of 
stopping price-cutting. 
Details are given in 


this article. 











With our state law as authority, our 
association engaged the services of 
William Schnader, former attorney 
general of the Sate of Pennsylvania, 
and began in earnest to do something 
toward the rectifying of the evils 
within the industry as far as the 
dealer was concerned. Without going 
into further detail, I will say that 
within 30 days, 90% of all the radio 
sets and a large percentage of all 
electric refrigerators in metropoli- 
tan Philadelphia will be sold under a 
fair trade practice agreement which 
not only establishes price maintenance 
but provides for cash penalties and the 
collection of liquidating damages for 
any violation thereof. More than 300 
retailers are behind this agreement and 
I know it will produce results of the 
right kind. 

If I have dwelt especially on the 
subject of the dealer, it is because 
his need is greatest at this time. And 
the purpose of any association should 
be to help when help is most needed. 

And let us not forget the Electrical 
Contractor as a load-builder. His 
very existence depends upon it. He 
is not only building new operations 
but is constantly modernizing old in- 
stallations with new equipment to caré 
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for increased production; improving 
lighting, and in many other ways is 
an active influence for continually 
greater use of electric power. He is 
a vital factor in our kilowatt hour 
equation. 

These four elements then,—the 
Manufacturer, the Distributor, the 
Dealer, the Contractor—the great 
allies of the utility combine to make 
up the Electrical Association of Phila- 
delphia, whose primary object is to 
harmonize the industry within itself 
and with the Public it serves. They 
comprise its membership with a few 
members-at-large consisting of repre- 
sentatives of electrical educational in- 
stitutions, city Inspection Department, 
Maintenance Engineers and the Press. 

So you see, we are dedicated to co- 
ordinate the entire electrical industry 
in our area in order to present a 
united front to the public. It is in 
pursuit of this purpose that I have 
discovered that nobody sells the Kilo- 
watt Hour. It is not something one 
can or wants to buy, have wrapped 
up and carry out. Of itself, it has 
no value. It must be applied to be 
useful. The inventor must visualize 
and design an appliance; the manu- 
facturer must produce, the distributor 
must lay in a stock, the dealer must 
display the commodity as an idea of 
usefulness and convenience. 
the consumer, desiring the advantages 
and benefits of the appliance, buys it, 
and in order to realize its benefits, he 
must also buy a kilowatt hour. No- 
body sells it—it is bought—not sold. 

And the utility—the great producer, 
constantly perfects itself; its service, 
its contacts, and its readiness to de- 
liver the perfect kilowatt hour in 
increasing volume and at decreasing 
rates; to constantly growing numbers 
of consumers whom the manufacturer, 
the distributor and the dealer continue 
to educate, and supply with increasing 
quantities and varieties of current con- 
suming merchandise. 

Great days are ahead for all of us 
in the Electrical Industry, if we never 
forget that an undivided front makes 
the strongest attack. Associations are 
an important factor in bringing to pub- 
lic consciousness the values and ad- 
vantages of Electricity and its applica- 
tions. There are many times when an 
Association can say and do things that 
would come with bad taste from any 
branch of the industry. 


* * & 


In conclusion, may I enlist the sup- 
port of utilities for local Electrical 
Associations. They represent the force 
that will further tie together the in- 
dustry, and create a mutual under- 
standing of the importance of each 
factor in it, and develop a spirit of 
unity that will carry it forward as 
never before in its history. 

With increasing taxation, regulation, 
and operating costs, the only salvation 
of the electric utilities, as I see it, 
lies in the increasing of their output 
by having the public purchase more 
power. If this is true, how can this 
load increase be attained more quickly 
and economically than by stimulating 
and encouraging those four branches 
of the industry whose life blood de- 
pends on making, selling, and install- 
ing those commodities which will 
bring about the desired result. 
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THE WORLD'S 2 BIGGEST AIRPLANE CARRIERS ARE THE SAME SIZE 














either of the world’s two biggest airplane car- 
riers can serve equally well. They’re identical in 
practically every respect. But when it comes to 
carrying and delivering an advertising message, 
ONE magazine— The American Weekly — stands 
out far above all others. 

Each week The American Weekly is bought and 
read by 6,000,000 families — twice as many as read 
any other magazine. And, what’s even more impor- 
tant, this tremendous circulation is concentrated in 
the country’s most active buying areas . . . in the 
631 counties where 68% of ail the nation’s families 
live and where 80% of ail retail sales are made. 
In these 631 counties are located all cities of 10,000 
or more population, in most of which The American 


Weekly 


reaches from 1 out of 


regularly 


5... to 1 or more of 


every 2 families. In 


THE 


Greatest 
Circulation 
in the World 


The 
AMERICAN 
WEEKLY 





——,, 








6,000,000 NEAREST 
WEEKLY COMPETITOR 
CIRCULATION CIRCULATION 





But the WORLD'S BIGGEST MAGAZINE 
is TWICE the size of the second biggest! 


KF: TRANSPORTING and housing airplanes at sea, 


short, The American Weekly produces the biggest 
consumer demand for products advertised in its 
pages because it reaches the greatest number of 


buying families in the greatest number of places. 


What The American W eekly is 


The American Weekly is the largest magazine 
in the world. It is distributed through the great 
In 630 of America’s 
995 towns and cities of 10,000 population and 


Hearst Sunday newspapers. 


over, The American Weekly concentrates 67% of 
its circulation. 


In each of 196 cities, it reaches better than 
one out of every two families 


In 146 more cities, 40 to 50% of the families 
In an additional 124 cities, 30 to 40% 
In another 164 cities, 20 to 30% 
. and, in addition, more than 2,000,000 families 
in thousands of other communities, large and small, 


regularly buy and read The American Weekly. 


ERICAN 
EEKLY 







‘The National Magazine with Local Influence”’ 
Main Office: 959 Eighth Avenue, New York City 
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LIKE NEW AFTER 14 WASHINGS 
This blanket has been washed fourteen times the 
Water Flex way. See how soft and fluffy it still ap- 
pears, with original fleecy nap undisturbed. No other 
process can compare with this result. : 








ATER FLEX—the revolutionary new system of washis 
BY WATER ACTION ALONE, is now the talk of 


industry. There has never been anything to match it in either utij 
or sales appeal. 


When incorporated in any standard washing machine manuf 
turer’s product, WATER FLEX gives you a machine that will og 
demonstrate and outsell any other type washer. You can see 
yourself from a careful study of its features. 


HOW WATER FLEX WORKS 


Surging water, driven by an impeller at a speed of 1750 revo 
tions per minute, washes the clothes completely, quickly and wit 
far less wear than any other method. Water movement ALON 
supplants the mechanical agitator which other machines use to b 
out the dirt. 


An aluminum impeller, ENCLOSED beneath the center 
maintains continuous circulation of water at a high velocity. 
surging water, and the constant flexing of the clothes cleans wil 
amazing speed, quietness and effectiveness. The soapy water; 
pushed through the fabric time and time again taking the dirt wit 
it to the bottom of the tub. The clothes are squeezed as they sta 
down at the center of the tub. At the bottom they are caught int 








SION FOR 1938 


Of Washigdeced stream of water, expanding again as they are pushed to the 
er edge, then up and back to the center where they are squeezed 

id go down again. The clothes are held in SUSPENSION during 

sentire washing process. There is constant expansion and con- 
tion, squeeze-wash, squeeze-wash, until every particle of dirt is 


ne manuf 
ched out of the clothes. 


hat will oy 
can see tg WATER FLEX WASHES EVERYTHING! 


Water Flex washes the finest silks, laces, woolen blankets, rugs, 
ERYTHING, perfectly and safely. Gentler than rinsing by hand. 
t so effective that even the heaviest and dirtiest work clothes come 


s simplicity of design lightens service worries. The big heavy 
ar box and the agitator have been eliminated. Lighter weight and 

p ingenious unit assembly plan permit one man delivery. Impeller 

Perates by direct drive with quiet, smooth, automotive type clutch. 
o variation in load or power. Washer is self cleaning. Many other 
dusive features. 

_, Once a prospect has seen a Water Flex equipped washer in action, 
will be difficult to satisfy her with anything less. So the important 
estion for every washer distributor and dealer to solve quickly is: 
jill we be selling WATER FLEX, with all its demonstrating ad- 
pntages, or trying to compete against it? 

MACHINES EQUIPPED WITH THIS REMARKABLE NEW 
WILL BE AVAILABLE FROM PROMINENT MAND- 
RERS SOON. Naturally you want to know whether your 

ufacturer is going to give you Water Flex advantages for the big 

8 selling season soon to be launched. We suggest that you get in 

th with him immediately for your mutual benefit. 


HE BIRDSELL CORPORATION 
110 SOUTH COLUMBIA STREET 


SOUTH BEND, INDIANA 


Birdsell Ne te ood for Eint Since 1855 


Left—Showing how the clothes 
spread at the outer circumfer- 
ence of tub in response to water 

Each garment is alter- 
squeezed and washed over and 


over 


oe yee Oe 
Mines. ¢ Sisk 




























An oj2en Letter and Definite Promise 


TU OUR COMPETITORs 


10-Year 
Guarantee 
against 
heat 
breakage 
plus 
Good 
House- 
keeping 
approval 
seal 
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to lay in a year’s supply of the greatest value ever offered in glass bodying all of the most important VACULATOR superiorities (and 


Vacu LATOR 
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coffee brewers — the ‘CENTURY’ model VACULATOR. carrying the industry's maximum jobber discounts) at the almost long 


worn 
biog: 

: : : : The 

There can be only one “best’’ in any given field of human en- incredibly low list price of $3.95. . . . 1 
deavor. Many hundreds of thousands of leading restaurants, retail It is the last merchandise of its price, quality, and pres- 


Ne 
° an last H stat 
merchants and housewives from coast to coast believe VACULATOR tige on the market today d the you are likely to . 











" “ : see while manufacturing costs continue to rise. in I 

is the best product in the glass coffee brewer field. If you want to offer a $3.95 “leader” with your regular brou 

And yet VACULATOR still offers you (until October 31st), a 7-cup Vaculator line in 1938, it would be sound business for you play’ 

model, complete with Triple-plate-Chrome electric stove and em- to ““cover’’ on the Century VACULATOR before Oct. 31, 1937. ~e 
a 

eaghint iced nent yo gine age mag Kan 

at tl 

PIONEER TRADES HORSE FOR FAST CAR ning 

time 


VACULATOR was one of the earliest We are proud of the fact that glass coffee 
pioneers of the glass coffee brewer idea—  _ brewers have at last emerged from the pio- 
both for restaurant and domestic use—and neering stage and are today a very “hot 
has contributed many of the basicimprove- _item’’ in anybody's store. Old man VACU- 
ments in this industry. (For instance, the LATOR is now trading in his “pioneer’s”’ 
ever-cool non-metallic handle, the fool- horse on a fast car and invites you to come 
proot, chainless filtering system, etc.) along forthe ride and enjoy the acceleration. 
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Handier to Use — £asier to Clean 
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Electrical 
leaders 


Photos by 
Tom F. Blackburn 


HE candid camera really has a 
province with men like John F. 
Ditzell. Rarely smiling, working long 
hours, those who meet him at his 
desk do not begin to know him. 
Believe it or not, he has played 
baseball against insane asylum teams 
—against Auburn penitentiary crooks. 
He follows the sport page like a kid, 
and is somewhat of an authority on 
Abraham Lincoln. He is a _ book 
worm and loves to read _ historical 
biographies. Shooting fascinates him. 
Now this is not going to be any 
long drawn biography of business. 
The records are for that. John Dit- 
zell first saw daylight in New York 
state, came of a family that originated 
in Dresden, can remember a shawl 
brought over the water. He started 
playing semi-pro baseball early, pos- 
sibly would have made that a career 
had not his uncle in Leavenworth, 
Kan., needed him. In Kansas City 
at the Willis Wood theatre one eve- 
ning he met Mrs. Ditzell for the first 
time. St. Louis then knew the Dit- 
zells and now Chicago. Look at the 
pictures for the rest of the story. 


The colored maid, Lena, was in the com- 
munity laundry when this shot was made 
showing how the Ditzell orange juice is 
squeezed. 


1ttle Journeys 
to the Homes of 








We Go Up 16 Floors to the 
Apartment of John F, Ditzell, ” 





It is said that John F. Ditzell has his desk 
so well organized that he can reach in a 
drawer without looking and pull out the 
paper he wants. 


Mrs, Ditzell likes to tune in on the small 
Stewart-Warner radio in the bedroom. 


An index of Ditzell thorough- 
ness—he always puts the boots 
back on his clubs when through 
playing golf. 


















This 12-gauge shotgun has two 
barrels—-one for hunting, the 
other for skeet shooting. It's 
the apple of the Ditzell eye. 














At this 150-year old desk John 
Ditzell works nights. He smokes 
a pipe until it gets hot, then 
changes to another. Behind him 
are his books. 


Don't be fooled at this lectr 
refrigerator full of good things #8 S 5 ~ 
eat. John Ditzell is on a diet andg o a 
his chief dessert is ice crea ‘ 















The Challenge that FLOPPED 


DOWNES BROS. 


Radios and Electrical Appliances 
Sales - Service - Parts - Supplies 
127 South Duke Street 
York, Pa. 


Mr. Ed. Guy, 

General Household Utilities Co., 
2638 N. Crawford Ave., 
Chicago, IIl. 


Dear Sir: 


Replying to your letter of July 21st. 
with reference to the Health Refrig- 
eration Company’s challenge ad on the 
Coolerator ice refrigerator. 

Wish to advise, this was not car- 
ried thru for reasons which we will 
state, believing these reasons to be 
sufficient for us to drop the entire 
matter at that time. 

Rules and Regulations which they 
published in the beginning was found 
to be entirely different from what they 
cared to do, when it came to the actual 
point of placing the boxes for a trial 
run. 

No. 1 Proper temperature control. 
We agreed. 

No. 2 Proper Air Conditioning. We 
agreed. 

No. 3 Proper Moisture control. We 
agreed. 

Rules and Regulations. 

No. 1 Test to run five days. Agreed. 

No. 2 Food Assortment. Agreed. 

No. 3 Foods stored uncovered and 
unwrapped. Agreed. 

Placing of foods. A—Disagreed. 

No. 4 Recording Thermometers. 
Agreed. 

No. 5 Placing Refrigerators 
Disagreed. 

No. 6 Judges. C—Disagreed. 

A—They wanted to place their fish 
in the Ice compartment which is not 
part of the food compartment. They 
in return refused to allow us to con- 
sider the Evaporator as part of our 
food storage compartment which we 
contend is. We went so far as to 
state that the door to the evaporator 
would be removed, 

B—They wa to place the boxes 
in an emr om, we requested 


B— 


ag ced in a public 
m business sec- 

shade. Using 

so that they 

possible to 

s judges, 

nothing 

” foods. 

City 

mist 








Coolerator 
The Hr Condilioned Kepipenalor 


Hundreds of claims of one sort or other are being 
made as to the superiority of mechanical refrigera- 
tion over ICE REFRIGERATION. 
lars have been spent to implant in the minds of the 
publie the thought of such superiority. 


We Know That Ice— 


In An Air-Conditioned Coolerator 


and Ice alone, is the only refrigerant that will 
produce efficiently the three essentials of 


refrigeration: 


PEN CHALLI 


We invite any or all of the ELECTRICAL, MECHANICAL: CHEMIE ORGAS REFRI- 
GERATOR Representatives in the City to participate in a TEST RUN of one of their re- © 
frigerators against “ICE” as used in one of our New, Modern, 100 per cent AIR CON- 
DITIONED ICE REFRIGERATORS; 












Millions of dol- 





Between 40 and 50 degrees Fahrenheit. 


2. Proper Air Conditioning: 


To pick up the FOOD ODORS and respiratory gases and carry them out thro: the ‘ 
PURIFYING DRAIN into the sewer where they belong, thus preventing intermin 


food odors, flavors and tastes. 


3. Proper Moisture Control: 


To prevent drying out of foods (dehydration) and to prevent excessive moisture condi- 


tions which develop molds. 


WE KNOW THAT IN A TEST RUN OF FIVE DAYS, ONE OF OUR AIR CONDITIONED ICE REFRIGERATORS, pag 
ERATOR OR McKEE, WILL BAC x THE BEST SO CALLED DOMESTIC ELECTRIC OR GAS REFRIGERATORS IN TO 


RIGHT OFF THE MAP. 


RULES OF CONTEST 


- Text to run for 5 days. 


1 
2 Complete food assortment including : Fresh fish meat, 
vegetables, milk, —_ Ae a onions, limberger or 





3. fe te haa 
4 


Sinsardhag Thevesdtdetors to be phtcndita Biereigesniibe 


and Sealed. 


o 


location and result« J 


judged by a 
mittee of York Women with both refrigerators acces- 


The Refrigerators are to be placed im a prominent 


d and apped in Re- 


If this is not the result we will give in cash $100 to some 
worthy charity picked by the committee. If the food stored 
im the electrical or gas refrigerator is contaminated by 
other food odors and gases, and dehydrated, we expect 
pak se oh S00 ie wants starter SaePat tye 


Representative Com- 


sible for inspection by the public. 


E EXPECT TO PROVE TO THE PEOPLE OF THIS CITY THAT 
E IN A MODERN AIR-CONDITIONED ICE REFRIGERATOR 


pele ST. 





and a Bacteriologist. They refused. 

We also wanted to include the cost 
of operation, using the stock boxes not 
precooled. They refused. 

We also wanted to include, con- 
venience, all costs and upkeep, they 
refused. 

We mutually agreed to go our own 
way and advertise as we saw advisable. 
However as stated, we let it drop at 
that point, they, two weeks later, ran 


another ad, changing their entire set 
up on Rules and Regulations. 

Sorry we do not have this particu- 
lar ad to send you, but we are enclos- 
ing the one that they originally set up. 

Will state however, our ad answer- 
ing their challenge gave us three sales 
which we traced direct. 

Trusting this is the information that 
you desire, we beg to remain, 

L. A. Downes. 
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ried $93 9.502: 


1. Proper ‘ciieiaaes saa 


After the TES” RUN we know that the foods stored in the 
ICE REFRIGERATION will be perfectly fresh and pure, 
uncontaminated by other food odors, flavors and tastes, 
and that the foods will not be dehydrated. 


Coolerator 


THOSE WHO REALLY KNOW, DEMAND ICE REFRIGERATION 


magertn Refrigerato or 


ing of , 


IS THE BEST AND LATEST THING 
IN HOME REFTIGERATION 








The newspaper ad which appeared 

offering an “open challenge” on 2 

test run with any mechanical re- 
frigerator. 
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They're Selling Fast 


Because they’re needed so many places — 
in homes, offices, stores, camps, cottages, 
ticket-booths, trailers, hospitals. 


Because they’re compact and portable and 
deliver full fan-forced circulating heat 
wherever and whenever needed. 


Because they’re priced for volume turnover. 
Your jobber will give you an attractive 
sales-building display with your initial 
order for two or more Arvins. 


CALL AN ARVIN JOBBER AT ONCE AND 
ORDER THESE EXTRA PROFIT-MAKERS 


No. 100 STANDARD No. 200 DELUXE 


$7.98 $935 B® 


No. 200—The“tops” in portable 
heating comfort. Beautifully 
rounded lines, green enamel 
finish, chromium-plated grille. 
Resianetolihonie snapswitch. ie 


Atoreved. by Good housekeeping Institute 
and Underwriters’ Laboratories. 


“@No. 100— Economical portable 
heater. Compactly built of dur- 
able steel. Beautiful green 
enamel finish. Equipped with 
handle on top. Heating unit and 
fan fully enclosed. 


STURDY, LASTING CONSTRUCTION 
Fan motor is induc- ea rear louvres, past ni- 
tion type. No radio ti chrome helical type 
interference. No at- heating coil, out 
tention needed, ex- through front grille. 
cept few drops of Operates on 110- 
oiltwo or three 125 volt AC, 50 to 
times a year. Fan 60 cycles. Heavy 
draws air in through gauge steel cabinet. 


WVtertettite 


FANS WARM AIR 





¥. A 
COLD AIR ENTERS 





= NOBLITT-SPARKS INDUSTRIES, Inc. 








ok oe COLUMBUS, INDIANA «+ Makers of Arvin Car Heaters 
- and Arvin Phantom Filter Radios for Cars and Homes 
SING 
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This Christmas season, feafure the 
entire Hankscraft line of automatic 
electric appliances. It offers a wide choice of models 
and prices in attractively styled and completely practical! 
appliances, all with strong gift appeal. 


MODEL 8151 


A Smart NEW EGG SERVICE 


This pleasing ensemble includes a No. 815 Egg Cooker with ivory base and 
dome of chrome or copper, four ivory egg cups, ivory poaching dish and 
The graceful, matching design of the 
This service looks—and is—a big value. 


7M » 


gleaming chrome or copper tray. 
units is most attractive. 
proven itself a fast-moving gift item. 


STANDARD EGG COOKER 


Model 815 


It has 


This cooker is the same model included in the 
breakfast set, and includes poaching dish and 
boiling tray. Choice of chrome or copper dome 
with ivory base. Quick and efficient in action, it 
will boil, poach, scramble, shirr, or 

steam fry eggs right at the table, $ 95 
conveniently and economically, 








EGG SERVICE 





Electrical dealers find 
that spotlighting this 
low-priced set stimu- 
lates the sale of 
more expensive Hanks- 
craft combinations, In- 
cluded are a No. 794 
Egg Cooker, in ivory and chrome, four ivory 
egg cups of distinctive design, and a hand- 
some, colorful service tray in green, blue 
or ivory. 


MODEL 794 EGG 
COOKER 


When gift seekers ask for an unusual yet inexpensive appli- 
ance gift, here's the answer. This four egg cooker is 
finished in ivory, with dome of flashing chromium. Its 


graceful design makes it a beautiful as well $] 95 


as practical addition to any breakfast table. 


Feature The Full Hankscratt Line 












| 


—— Cfrom a 
Reporter’s 





W hat the appliance trade is thinking about 
trade-ins, margins, time payments, kitchen 
modernizing, home service, low use cus- 
tomers, and power developments in the 


Pacific Northwest 


By Clotilde Grunsky 


FIELD trip of two weeks’ 
A duration through the Pacific 
Northwest and the Intermoun- 
tain country leaves an outstanding 
impression of a good job being done 
in the selling of electrical equipment. 
With one or two exceptions the power 
companies are actively merchandising 
the major appliances, but they have 
a cooperative set-up which makes it 
possible for the dealer to make a 
profit—and more and more of them 
are entering the picture. They are 
selling ranges with enthusiasm, and, 
in some districts, water heaters too. 
Usually it is a trade-in allowance, 
help with wiring costs, or a direct 
bonus from the power company for 
sales which makes this possible. 
Dealers are unanimous in agreeing 
that the margins on major equipment, 
although better than they used to be, 
are still not enough to encourage 
dealer selling. They point to the 
radio situation as an example of 
what they would like to see happen 
with electrical appliances. Margins 
on radio are wide enough to permit 
of a profit to the merchant, even 
when trade-ins must be figured in. 
The theory is that electrial appli- 
ances do not need this special allow- 
ance, but the fact of the matter is 
that there is hardly one sale of major 
electrical equipment which does not 
mean the trade-in of an electric re- 
frigerator, ice box, gas range, or old 
stove. The public has been warned 
that price increases are inevitable 
with rising costs and they are in the 
frame of mind to accept them. Deal- 
ers are hoping that manufacturers 
will have the courage to set this price 
at a figure which will include a 
better profit to the man who does 
the retail selling. 

The trade-in problem is a serious 
one and local groups are doing what 
they can to meet it. In Salt Lake 
the Frigidaire dealers have started 
the movement toward betterment by 
setting a 3 per cent limit on allow- 
ances, with profits cut off if the rule 
is violated. Boise has just formed an 
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electrical association, whose first act 
was a code of merchandising which 
sets limits to trade-in allowances and 
condemns the giving of premiums 
with refrigerator sales. Portland has 
had a central appraisal bureau on 
ranges in operation for over a year, 
to which almost all of the principal 
merchants subscribe. One of them is 
reported to have stated that his sav- 
ings in trade-in allowances during 
this period have been more than 
$4,000. 

Last winter did fantastic things 


CLOTILDE GRUNSKY 


to the West’s reputation for a mild 
climate and the industry everywhere 
is blaming early spring slowness in 
refrigerator sales on the chilly 
weather. (Records are ahead of last 
year, but still, apparently, not what 
they were expected to be.) But tiere 
was one section of the territory 
which seems to have sold refrigera- 
tors no matter what the thermonicter 
registered. That is Reno. The w vole 
Pacific central area, which center: at 
San Francisco, has a white record, 
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but Reno is at the top of the list. 
Last year, according to the figures of 
the Sierra Pacific Power Company, 
one refrigerator was sold for every 
five customers on the power com- 
pany’s lines. You might think things 
would slow down a bit, but no, in the 
coldest January on record they set 
out and sold refrigerators by the car- 
load. One dealer alone reported 
three carloads sold by the first of 
May. 

The salesmanager of one of Reno’s 
enterprising electrical stores tells 
about the January day when he came 
in to find the sales force gathered 
about the electrical heater, shivering 
and looking disconsolately out at 
three feet or more of snow which 
covered the ground. To stir them up, 
he offered a $10 bonus to the sales- 
man who made the first sale of an 
electric refrigerator. Within two 
hours, he wrote out the check for the 
amount. The other boys, in the 
meantime, had gotten out and had so 
many prospects interested that they 
kept right after the business. There 
were several sales recorded at the 
end of this, the coldest day of the 
year. 

Time payments are settling down 
somewhat after the three year terms 
to which customers were accustomed 
by the government. It is still a seri- 
ous difficulty with some dealers, but 
others seem to have found a way to 
sell their customers the idea of pay- 
ing in twelve months, or at the most 
two years’ time. Several firms offer 
three year terms only if the cus- 
tomer is purchasing several major 
appliances at once—and make this 
an inducement to install an all elec- 
tric kitchen. 

Kitchen modernization is every- 
where being featured. The Portland 
General Electric Company probably 
still holds the record for the number 
of plans issued and the appliances 
sold. They now keep six men busy 
at all times. The cost of preparing 
plans has dropped from $7 to less 
than $5 per customer. Check-backs 
indicate that an average of $169 has 
been spent per each plan made. 
Spokane has worked out a commun- 
ity kitchen planning service, under 
the auspices of the Better Housing 
Committee. Retail merchants as 
well as power company contribute to 
the support of the Bureau and bring 
in their customers to take advantage 
of the service. Almost 200 plans 
have been drawn up since the first of 
the year. In other districts kitchen 
modernization advice is given by the 
power company’s home service girls, 
who are receiving special training 
lor the work. 

(Please turn to page 26) 
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Ve 
— A THOUSAND TIMES“ 


-to anyone who 
hands us 


41350 


in one week” 


That's what the Miller Electric Company 
of Kent, Ohio, wrote to Hamburg Bros., our 
Akron, Ohio, Distributors, after one week's 
experience with the Automatic Selling Plan. 
Here's the score in actual sales. 


$4,173 worth of Washers, Refrig- 
erators, Radios, Mixers, Sweepers, 
etc., sold. 


$1351.40 Profit to dealer on these 
sales, 




















































How's that for a Five Days’ Sales Drive? 
You wonder how it was done? Write us 
for full details of Automatic's Five-Star 
Selling Plan. We'll tell you the one Miller 
Electric Company used. 


Why Not Try this 
Automatic Sales Plan? 


It is doing a real selling job for dealers 
who have tried almost everything else to 
put sales action into their appliance depart- 
ments. If you want to see Washers move 
out of your store as they never have be- 
fore, hitch on to the plan that has the 
"Pull and the quality line of popular 
priced Washers and lroners to back it up. 


And Your Profits Stick 


After the sale is made Automatic pro- 
tects your profits by giving you a Service 
Warranty unmatched elsewhere. If you're 
interested in more sales and more net 
profits, write us. 
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/\. 
/ President and General Manager 
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al. 
- ~ AUTOMATIC 
| WASHER COMPANY 
The Automatic Line for 1937 includes 7 models of Washers, 5 Electric and 2 with Gas Engine, 


including Model 72 shown above, a washer with rich sparkling beauty and chromium fittings. 214 WwW. Third St. Newton, lowa 


| The new Automatic Save-A-Day Ironer is a fitting companion to these washers. 

























THE NEW PROGRESS 


gets the Power for its 
“Cyclone Suction” 


from a lrouble-Free 


BLACK 
& 
DECKER 


MOTOR 





ry 
I Lik. new Progress purifies the air as it vacuum cleans 
\ wand type cleaner, its nozzle is designed to employ 
vertical suction for removal of imbedded dirt; horizontal 
suction for surface lint, ete. And before the exhaust is 
passed back into the room, it is filtered through the Pro- 
gress’ special **Germ Trap.” 
lhree turbine-type blades create the ‘‘Cyclone Suction” 
in the new Progress—and a trouble-free Black & Decker 
Motor provides the power. The extraordinary freedom 
from service calls enjoyed by Progress Dealers is again 
clear proof of the buill-in dependability of vacuum cleaner 
motors designed and manufactured by Black & Decker. 
The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The cooperation of our engineers is at the disposal of 
manufacturers who may be interested in the application of 


universal motors to the improvement of their products. 






BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
formerly 


SPECIALISTS IN THE DESIGN AND APPLICATION 
OF UNIVERSAL MOTORS 
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From a Reporter’s Notebook 





Home service departments are do- 
ing an important service through all 
this region. Not only do they follow 
up sales, check on complaints and 
conduct cooking schools and demon- 
strations to educate the public, but 
the major part of the dealer coopera- 
tion plans in most companies is in 
their hands. And they are doing 
other yeoman service as well. In 
Idaho, for instance, a complete sur- 
vey of customers is being made by 
home service representatives to de- 
termine just why the customer’s bill 
is what it is, what can be done about 
encouraging him to use more elec- 


| tricity and for what appliances he is 


| a prospect. 


By the time they get 
through, the power company will have 
a very complete picture of the condi- 
tions they have to meet and can lay 
their plans accordingly. 

The only trouble with these depart- 


| ments, it seems, is that the girls are 





too attractive. They get married on 
you. One home service director, 
with twenty-one girls under her, 
“lost” eleven of them during the past 
months. Of course, this means 
eleven homes which will be model 
users of electrical equipment. Sev- 
eral of the companies are seriously 
cons‘dering the employment of more 
mature women. 

Low use customers are coming in 
for quite a bit of attention. Sur- 
veys have shown that they do not 
ill belong in the low income brackets 
by any means, and several utilities 
are setting out to see what can be 
done to improve the situation. Double 
commissions for sale to “low use” 
customers are being offered in both 
Spokane and Portland, with the elec- 
tric roaster as the featured appliance 
in both cases, but with slightly dif- 
ferent promotion plans. 

Canada sells roasters, too, but sup- 
plements them with a line of what 
they call “rangettes.” These look 
like a complete little range, but re- 
quire no special wiring, being so 





wo 


we 


awe 
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arranged that oven or top burners 
can be used, but not both at once, 
They sell from $19 up and are ap- 
parently very popular for country 
places and in homes which want to 
keep a coal stove for kitchen warm- 
ing in the winter months. 

This problem of kitchen warming 
is important in any district with a 
climate warm enough not to require 
central heating during the winter, but 
chilly enough so that some heat is 
required. Also, of course, in coun- 
try districts where the kitchen range 
has always been the main source of 
winter heat. Various answers have 
been found. Combination ranges have 
been sold in some cases, but most 
companies do not like to encourage 
the installation of any device using 
other fuel which can be used for 
cooking instead of the electric units. 
The California Oregon Company has 
devised a very attractive coal or wood 
burner, which they give as a bonus 
in exchange for the trade-in of the 
old cooking equipment. This is de- 
signed to match the range and per- 
mits the complete modernization of 
the kitchen—but you cannot cook on 
it! In most California kitchens not 
otherwise provided with heat it is 
becoming standard to install an elec- 
tric heater as well as the range. 

Salesmen, as always, are a dealer 
problem, but it was encouraging to 
note the number of dealers who had 
efficient staffs at work. Groups of 
from seven to fourteen salesmen were 
not uncommon (this is a report from 
specialty dealers, department stores 
and furniture stores, not utilities )— 
and these men were obviously given a 
good training and a competent direc- 
tion. The trouble now seems to be 
chiefly in the shortage of the supply 
of good men. In this connection, the 


good work being done by Carl Sund- 
land of the Graybar Company in 
Portland is worth mentioning. He 
has been training salesmen evenings 
and finding them jobs with power 





- a 


“THAT'S A REGULAR DINNER ORCHESTRA YOU GOT, MIKE—CAN'T YOU 
GET SOMETHING TO GO WITH HAMBURGER?" 
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ympanies and dealers after they fin- 
ish his course. 

Of interest is the report from one 
British Columbia dealer to the ef- 
fect that Canada’s minimum wage 
law has been a help by discouraging 
the unreliable merchant who hired 


salesmen indiscriminately on a com- | 


mission basis only and turned them 
loose, not caring whether or not they 
could make a living from their work. 
When they have to guarantee the 
minimum wage to each man, they are 
more careful whom they employ. 


70% Own Appliances 


The Pacific Northwest is the re- 
gion where the major appliances 
received their first recognition and 
where now saturation figures are the 
highest. Statistics are queer things 
and saturation records are particu- 
larly open to doubt if they are not 


carefully checked to remove the obso- 


lete appliances at the same time the 
new ones are added. But each one of 
the companies makes its own checks 
and corrections and is pretty certain 
of its results. And here is one figure 
which is not open to doubt. One of 
the smaller companies makes an abso- 
lute check by number of the appliance 
of each appliance on its lines. And 
it reports that seventy per cent of 
its domestic customers own at least 
one of the major appliances! This 
is a pretty high figure. Forty per 
cent range saturation in some of the 
larger northwestern cities is a pretty 
high figure, too. So far no satura- 
tion has been so high that sales have 
slowed up because there were no 
more homes to be reached. In fact, 
increased public acceptance with 
more widespread use has actually 
speeded up the selling record. But 
if that “one in five” record of re- 
frigerator buying keeps up for five 
years, for instance, we may see 
something interesting about just what 
can be done in the matter of replace- 
ment selling. Certainly the problem 
has already been modified because 
sales are being made to customers 
in the lower income brackets. Some 
forward looking merchants are al- 
ready looking toward new fields and 
new appliances. There was consid- 
erable talk about the possibilities of 
room coolers. And if dish washers 
were a little lower in price they 
would play an increasingly important 
part in the dealer’s program. One 
Spokane department store man said 
that if he could get a dish washer 
under $100 in price, he could sell 
them by the hundreds. Already he 
is selling some, using the installation 
in his own home as a demonstration 
for interested customers. 


TVA’s Nearly Ready 


Grand Coulee and Sonneville 
power will be ready for delivery be- 
fore long, under what conditions or 
supervision no one seems to know, 
the government least of all. But 
what will happen when this enormous 
flood of power comes into a region 
already perhaps the most advanced in 
the world in the use of electricity in 
the home, it will certainly be inter- 
esting to watch. 





You can easily and economically give the 
people of your community the facts they 
want to know about your business. 

You can do that in the place they look 
before buying—the ‘yellow pages’ of the 
Telephone Directory. Surveys prove that 
more than 90% of the telephone subscrib- 
ers regularly refer to the Classified. 

Prospects generally want to know 

1—who handles a certain product 
or service? 
2—is he an authorized dealer? 
3—where is he located? 
4—what service does he offer? 
(Emergency Service? Complete 
stock of genuine parts? etc.) 
Then, they may look for this information 
under any one of the several classifica- 


tions of your business — such as Batteries, 
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Radios, Refrigerators, Washing Machines. 


You will find it profitable to tell pros- 
pects about your business at all of these 
classifications. Complete coverage in the 
‘yellow pages’ helps you get your share 
of telephone book customers. 

Just call the Directory representative 
at your local telephone business rt 


office. He will help you. 
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“BRASS TACK 


Smart dealers get down to brass tacks on any 





proposition. So does G-E Home Laundry Equip- 














ment. Right now, a practical pre-tested Fall E 
Promotion is making sales for G-E Washer and hl 


Ironer Dealers. the 
Because this campaign gets down to brass tacks. 


It’s not too late — you can still get in. - 


GENERAL @ ELECTRIC 


WASHERS...IRONERS 


APPLIANCE AND MERCHANDISE DEPARTMENT. GENERAL ELECTRIC COMPANY. BRIDGEPORT, CONNECTICUT 
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In the Junk Business 


———ee CONTINUED FROM PAGE 3 





repairing and reconditioning the old 
equipment is not much greater than 
the cost of accepting trade-ins, many 
of which had little or no resale value. 
In cases where the old set is too diffi- 
cult to handle and where repairs would 
cost too much, there is no obligation 
to render the service. One dealer has 
found that in such a case, it is simple 








to substitute one of the old sets which 
he has in his basement, with satisfac- 
tion to all concerned. 

The drive is to last a month and is 
to be marked by dealer and Bureau 
advertising and window displays, as 
well as by announcements over the air. 
By the end of that time it is hoped 
that the new idea will have become 
permanent enough so that the public 
will begin to think in terms of add- 
ing another set to their existing equip- 
ment, rather than of trading in the 
one they have for a new one. 
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Cain-Sloan goes in for beauty in its appliance department 











Trade Follows the Trade-In 


VER fond are the historians of 

telling you that the Battle of 
Waterloo was won on the football 
field of Rugby. Down in Nashville, 
Tennessee, R. A. Coleman of Cain- 
Sloan declares that the trade-in and 
saturation situation offers the field in 
which small firms can learn to win 
their battle with the mail order com- 
petition. 

“During a seven months period in 
Nashville,” he said, “it was unofficially 
known that some 42 dealers sold ap- 
proximately 3,642 refrigerators. Of 
these, two department stores sold 800, 
the local utility sold 1200 and the two 
mail order firms moved 423. Now 
those mail order firms had a decided 
price advantage, yet it was not suf- 
ficient to permit them to run away 
with the market. A loose trade-in 
situation prevailed during this period 
—and it showed the pussibilities of 
the trade-in as a weapon.” 

The trade-in, Mr. Coleman holds, 


Fresno Adopts Refrigerator Trade-in Schedule 


| ELIEVING that replacement 

sales will form an important part 
of the refrigerator business this year, 
the members of the Electrical Appli- 

*e Society of Fresno, Calif., have 
adopted a schedule of trade-in prices 
ior old model electric refrigerators 
which are to apply in all cases except 
policy adjustments. It is suggested that 


resale prices on reconditioned boxes 
taken in trade be double the trade-in 
allowance. Included in the agreement 
also is a clause disallowing free trial 
of refrigerators in the homes of pros- 
pects. This agreement is in no sense 
price fixing, but is merely a promise 
to avoid price cutting in one of its 
most commonly practiced forms. The 
adopted schedule follows: 


SCHEDULE OF TRADE-IN ALLOWANCES 
ON USED MECHANICAL REFRIGERATORS 


Cu. Ft. 
Capacity 3 4 5 6 
Yrs. Old 





75.00 
70.00 
55.00 
45.00 


55.00 65.00 
50.00 58.00 
40.00 48.00 
32.50 38.00 
22.50 27.50 30.00 
13.50 15.00 17.50 


NOTE: For full porcelain add 10% 


; to above prices 
For older styles of refrigerators, the same allowance is made as for 6-year-old boxes. 
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7 8 9 10 11 12 
85.00 95.00 110.00 120.00 130.00 
50 75.00 85.00 100.00 110.00 115.00 
62.50 70.00 80.00 87.50 95.00 
50.00 55.00 65.00 70.00 75.00 
35.00 37.50 45.00 48.00 52.50 
21.00 22.50 25.00 27.50 30.00 


Deduct 15% for “economy” box. 





carries the secret of future merchan- 
dising strategy. Markup must be 
enough to allow sufficient to move the 
deal. The closer saturation arrives, 
the more important this point goes. 
Furthermore, by taking the old ap- 
pliance out of the house on a trade-in 
basis, the better the finance paper be- 
comes as it forces the sale to stick. 

That Nashville is beginning to dip 
into lower income stratas is evident 
from the way the credit departments 
look at orders. On the excessively 
easy terms of the present moment, 
credit departments now approve about 
34 out of ten sales. Formerly 8 of 10 
went on the books. Among Nashville 
stores in general about 75 per cent 
of the sales are being made on a 
meter basis. The common guess of 
the expert is that about 4 per cent of 
the dollar volume in refrigeration re- 
verts. Virtually all sales that stick 
for 7 months make good. 

Ranges are the next hot items the 


Southern credit departments tight- 
ening up on terms, R. A. Cole- 
man says 


department stores will tackle, in Mr. 
Coleman’s opinion, the town of Nash- 
ville being less than 15 per cent 
saturated and the $2,000 to $10,000 a 
year families ripe for selling. 

Cain-Sloan gets virtually all of its 
leads in business on the floor. The 
house carries ABC and Easy washers, 
RCA-Victor and Kadette radio, Kel- 
vinator refrigerators and Toastmas- 
ters. Washer around 
$78, and are moved on a $1 a week 
basis. 


sales average 





Petticoat Lane in Nashville is also good for appliances 
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IT’S EITHER PROGRAM NEEDED FOR 
‘ SPACE HEATERS 


HE portable heater has a definit 

place in serving the needs of the 
home. For safe, flexible heat to meet 
the needs of short-period or limited 
area heating there is nothing whic! 
will take its place. But to be satis- 
factory, it must be the right heater : 
meet the need. The Pacific coast has 
been a leader in studying this fie! 
with the result that electric heate: 
are far more generally used in that 
district than elsewhere in the country. 
The milder climate is not the only ex 
planation of this phenomenon, for 
there is no region which does not have 
seasons and home needs which call fo 
just this type of heat. As a matt 
of fact, half a million heaters will be 
| sold in this country before 1937 is over 
The number might be far greater tha: 
that. 
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As matters stand now the small 
heater business is too frequently leit 
by general consent to the casual outlet 
which sells on a price cutting basi 
without regard to quality or the ability 
of the appliance to render the servic 
required. It is time that the small 
heater problem was studied from the 
standpoint of the task to be performed 
and that equipment be recommended by 
the electrical industry which will meet 
these requirements. 


‘ 


| Industry-wide backing of adequate 
| lighting standards and the development 
| of the I.E.S. lamp has done wonders in 
| improving the lighting of homes the 
| country over—and, incidentally 

| greatly increased both domestic load 
for the power companies and the sale 
| of lamps for dealers. 


4 


Can the electrical industry afford t 
| abandon the small electric heater to t! 
hit-or-miss selection which result 
from leaving the merchandising of thi 


4 


s 

































| equipment to drug stores and other 
| outlets not concerned with good re- 
Radios and all other appliances—no matter how good they are—fail | sults, but only in disposing of the ini- littl 
. “a “ : | tial equipment? This is another field ite 
completely if they have Corditis.* Manufacturers who equip their | in which leadership at least to the ex- to Ji 
products with Belden Electrical Cords find that they cost no more— | tent e adopting standards =, - 
that they save appliance dealers innumerable service calls. They Sous Wadd tel ce ee 1 co 
actually help dealers sell appliances—because of Belden’s consistent | in home conditions, in better satisfied _ 
advertising in the Saturday Evening Post, Good Housekeeping, and aS a rower ver hog yen joo 
Time. Millions of the readers look for a Belden Electrical Cord when | larger sale of heaters by all concerned. 
they buy an appliance. To them, it is a stamp of quality and service. | 
acne 
*CORDITIS—. dangerous disease 
of electrical cords; the symptoms are frayed 
wire and broken plugs. It causes severe men- 100 - DEGREE 
tal irritation and violent nervous disorders REFRIGERATOR DEMO 
among electrical appliance users. 
2 N spite of a thermometer which 
It is prevented by | | pp © deg. (or was it be- 
cause of it?) some 275 women ac- 
ieee cepted the invitation of the Boyle Fur- 
pi niture Company of Ogden to attend a 
Eo ty salad and dessert school, held in t 
a sit electrical department of the sto: 
aa They stayed through a demonstration 
; of six special summer dishes and eag- ” 
erly absorbed information on t 
proper care and operation of the fami'y 
| refrigerator. All of them took ho! 
copies of the recipes and the hold: 


of lucky tickets received the f 
stuffs prepared, refrigerator w: 
bottles and small throw rugs. 


EL 
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Al 


etting into the 
BUSINESS 


Number 4 of a Series 


Jimmy Stewart of Louisville, K y., jumped 


out of the automobile business into room 


cooling—and he’s there to stay, he says 


UNNING for mayor and sell- 

ing electric room coolers at 

the same time may sound a 

little dizzy but it’s all in the days work 
to Jimmy Stewart of Louisville, Ky. 
For that matter, he was one of 
Henry Ford’s sales managers up until 
1 couple of years ago with a reputa- 
tion of being one of Louisville’s crack 
salesmen—personality, good 
oks and the most convincing gift of 


poise, 


gab since Daniel Webster. The cars 
he sold stayed sold and grateful cus- 
tomers, still under the influence of his 
ingratiating spell, sicked other pros- 
pects on him. 

He might be still at it except for the 
fact that he married one of Louis- 
ville’s belles and began to 
think of going in business for himself. 
It was then that Bob Montgomery, 
commercial manager of the Louisville 


choicest 





Jimmy Stewart's place is not a big one—but it's big enough to hold ten 


or fifteen 
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room coolers. 
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In a parade recently, Jimmy conveyed the idea of coolness neatly by 
turning out in a sleigh. 


Gas & Electric Company, persuaded 
him that air conditioning provided 
about the finest kind of business future 
for an up-and-coming young man. 

“Okey,” said Jimmy and, from that 
time on, the talents that had been de- 
voted to extolling the merits of V-8’s 
over Plymouths and 
Chevvies were turned 
to the newer busi- 
ness of selling com- 
fort cooling. 

Now the automo- 
bile business is pret- 
ty firmly established. 
The need for trans- 
portation needs no 
pioneering. It is a 
matter chiefly get- 
ting the most car for 
the least money. Not 
so the air condition- 
ing business — yet. 
Selling room coolers 
for homes and offices 
is still at the stage 
just prior to Henry 


Ford’s introduction 
of the T - model 
Ford which made a_horse-and-buggy 
country automobile-conscious. The 
people that got going in the early 
days of the automobile had _ pretty 


tough sledding. You don’t change the 
habits of a people over night. But the 
record shows that the groundwork of 
many an important fortune was laid 
in those days. That’s the way Jimmy 
Stewart figures about this air condi- 
tioning business. It is not a volume 
business yet by any means. But the 
man who is identifying himself in his 











Jimmy Stewart is running for 
Mayor of Louisville—but that's 
just another of his activities. 


community as an air conditioning man 
stands a good chance of cleaning up 
in the years to come. In the mean 
time, there is a living—a good living 
—to be made. 

Last year, for instance, Jimmy sold 
about 30 room coolers. He only made 
one mistake—taking 
on an unknown line 
which has since 
ceased to function 
and has left him 
with a problem of 
supplying parts and 
service when the 
need arises. Like 
many a good sales 
man, he says, he was 
a sucker for another 
good salesman. 

This year, he rem 
edied that 
adopting a 
nationally known 
line — Kelvinator 
But again, every 
thing has not 
entirely happy. He 
contracted to sell 35 
room coolers in the city of Louisville 
this summer. Late May and June were 
hot—hot as it can get in this part of 
the country and he sold 15 almost be- 
fore the summer was well under way 
But July—and this has been true of a 
good part of the South—has been as 
perversely cool as a disinterested old 
maid at a Clark Gable preview. And 
when it gets cool, room cooler sales 
drop off as suddenly as desk fan sales— 
more so, perhaps, because of the rela- 

(Please turn to page 37) 
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And Now a User Gives 
PACKAGE AIR 
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Costing $8500, soup to nuts 

here's the O. D. Westerberg 

home out on Chicago's New 
England Avenue. 





You can eat like a harvest hand when it's coo! and 
Mr. Westerberg declares. 


On one of those scorching humid July evenings Note how he finds it comfortable to put on a coat when 
in Chicago, Mr. Westerberg gets home, hatless he sits down to wait for dinner. 
and coatless. 


LEFT 


That little plate on the wall 
above the electric range 
permits Mrs. Westerberg 
to cool, to dehumidify, or 
to employ the “Comfort 
Damper” to circulate cool 
filtered outside air. 


RIGHT 


What Mrs. Westerberg 
likes about air conditioning 
is the way it peps kids’ ap- 
petites, makes them sleep 
longer mornings. 





ONDITIONING his OR 


Here’s the way life goes on 


in one of those moderate 
By 


Tom F. Blackburn priced, completely air con- 


ditioned homes 


cool and @doors, front and back, help ease the job The kids go to bed at night in comfort. Note the air More fun to play in the clean comfortable basement than 
t keep down the cost of air conditioning. conditioning outlet near the ceiling. outdoors on hot days, Decker, 6, tells Electrical Merchan- 
dising. 


LEFT 


Behind the compact unit— 

the size of a couple of of- 

fice desks—is a good place 
to dry bathing suits. 


RIGHT 


Chief difficulty with air 
conditioning is the kids’ 
habit of raising windows. 
While it increases the load 
it doesn't cut off the bene- 
fits. They soon learn, how- 
ever, there's greater com- 
fort with windows closed. 














HIS year Delco presents one of 
ta biggest selling features ever 
offered in Oil Heating! 

The new Delco Rotopower Unit, 
for the first time, combines all mov- 
ing parts into one single unit. It 
simplifies burner construction and 
operation It eliminates all couplings, 
belts, pulleys and driving gears— 
lessens friction and wear by using 
only 2 bearings. 

Never again can it be said that “all 
burners are alike”. The Delco Burner 
with the new Rotopower Unit is dif- 
ferent and the difference can be in- 
stantly demonstrated and proved to any 
prospective buyer of Oil Heating. 

In all types of Delco Oil Heating 
The new Rotopower Unit is available 


in the most popular models of Delco 
Oil Burners, Delco Oil Furnaces and 
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HERE IT | 


This Years 


BIG IDEA 


in Oil Heating 


Ut Vtys to Tall 


I)ELCO-FRIGIDAI 


The Air Conditioning Division of General Motors 
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Delco Conditionairs. It’s the latest of 
a long list of improvements that 
makes Delco Heating the fastest sell- 
ing line in the field. Delco Heating is 
built and backed by General Motors. 


You can build a big profitable, 
year-round business with Delco- 
Frigidaire Automatic Heating and 
Air Conditioning. We’re ready to 
prove the possibilities. Just fill out 
the coupon below and we'll lay the 
facts before you. 





in Delco Oil Burners 


Delco Automatic Furnaces 


Delco Conditionairs 











Delco-Frigidaire Conditioning Division 
General Motors Sales Corporation 
Dayton, Ohio. Dept. EM-10 





I am interested in your franchise. Please 
send me complete information at once. 





Name 








City and State 





Neweecewwewcccecececeooescesceooce 





‘ Address 
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VISITOR to Meier & Frank’s, 
Portland, Oregon department 
store, on certain occasions will 
find an oil burner set up on every one 
of the ten floors of the store. It looks 
a little odd in some of the departments 
—a bit like finding a street roller in 
a friend’s drawing-room, but it is the 
more conspicuous for the incongruity. 
And if he will follow directions to the 
seventh floor of the building, he will 
find a complete department with. sey 
eral types of equipment installed and 
ready to be demonstrated in actual op- 
eration. 

Meier & Frank was the first depart- 
ment store on the coast to put in such 
a department and it now has one of 
the most complete headquarters for 
home heating and air conditioning that 
is to be found on the Pacific coast. 
What makes the department a success, 
B. Stauffer, manager 
of the department, is the generous 
policy on the part of the store which 


according to S. 


permits department managers almost 
complete independence and initiative— 
providing of course, they make a 
success of their work 

Meier & Frank’s fundamental policy 
ot generous treatment of customers 
and the general policies of store mer- 
chandising and standards with which 
all departments must comply are of 
But further than this 
the department operates as though it 
were a separate engineering firm. It 
has a staff of ten salesmen and two en- 
gineers, with some 24 men associated 
with the installation and service de- 
partments. 

Most work of selling is done in the 
field. 
the store out of ten (there is one man 
in charge of the department at all 
times). The rest of the time he is 
calling on 


course observed, 


Every salesman has one day in 


architects, 
Every building permit 
for a new home is followed up; store 
and restaurant leads are contacted for 
air-conditioning sales—in fact no pos- 
sibility is overlooked. 

From December 1 through February 
is the slack period in this business. 
At this time the men make contacts 
and lay up prospects for work later on. 
Of course a certain amount of repair 
and emergency work is always at hand 
during the winter season and this fre- 
quently leads to the possibility of a 
sale. And then in March comes the 
period of spring clean-up, when own- 
ers are considering the changes which 
need making in house and basement. 
From this time until midsummer is 
the time to reach the forehanded man ; 


home 
builders, etc. 


owners, 
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the one who has noted his need fo: 
better heating during the past winte: 
and who is ready for installing some 
thing better than he has in his home. 
This is the time, too when new build- 
ings are erected and the architect, 
builder and prospective owner are de- 
ciding on the 


heating and cooling 


system of the house that is being 
erected, 

Later on in the fall is the time to 
There 
are always a number of people who 
will not buy what they need until the 
last minute. In fact, peak of sales 
come in September and October, with 
people still making up their 
minds in November, after the first of 
the cold weather has already set in. 


get the last minute business. 


some 


Note that the man of the house is 
the one mentioned. The housewife 
has something to say about the pur 
chase, of course, and sometimes she 
is the one to make decisions, but in 
nine cases out of ten the husband is 
who decides to spend the 
money for this equipment and who is 
interesting in what he is going to 
This means that 
selling frequently has to be done in 
the early morning hours before he has 
gone to his office or in the evening 
when husband and wife have time to- 


the one 


get for his money. 


gether to inspect the goods. Some 
of this selling is done in the home, 
but of course it is necessary also to 
bring the prospect to the place where 
he can see the variety of the stock and 
witness the equipment in actual op- 
eration. 


N order to avoid the necessity of 

bringing customers through a dark 
store up to a lonely seventh floor in 
the evening hours, the Meier & Frank 
department have established an aux- 
iliary headquarters in another part of 
This is located in the Burn- 
side district in almost the geographic 
center of Portland, but so out of the 
business area that parking is con- 
venient and that it is accessible to a 
prosperous residential district. This 
auxiliary store is kept open from 
eight in the morning until nine o’clock 
at night and offers exactly the needed 
solution for the problem of early 
morning and evening conferences. 

It is connected by a private tele- 
phone wire to the headquarters in the 
main Meier & Frank store, so that it 
can be connected through the store 
switchboard just as though it were on 
another floor of the same building. 
This is a great convenience in trans- 


town, 
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Meier & Frank department store in Port- 


land, O., have a separate building for oil 


burners, coal stokers 


ferring telephone calls, all of which 
come in through the central office, and 
also permits more prompt service be- 
tween the two offices. 

In many respects the business fits 
in well with that of the general de- 
partment store. It is part of the out 
fitting of a home—and the customer 
who has turned to this store for his 
other needs readily adds the purchase 
ot stoker, oil burner or air-condition- 
ing equipment to the list. The store’s 
advertising and 
standing offer a background of trust 
which is an excellent foundation on 
which to build. Average department 
store unit sales are not apt to be high. 
Meier & Frank ranks above the usual 
level with an 
The average for the oil burner de- 
partment, on the other hand, is nearer 
$200 and a unit installation may come 
to as high as $15,000. 
tractive feature to any store. 

The installation is almost as im- 
portant as the sale. For this reason 
Meier & Frank have their own com- 
plete installation department, with ex- 
perts in all the various crafts required 
to complete the job. This means 
prompt service and absence of friction, 
which is appreciated by the customer. 
When a sale is made the order goes 
at once to the installation department, 
which thereupon takes over, making 
the delivery and proceeding with the 
installation without delay. Mr. Stauf- 
fer considers this very important, as, 
were this work, or indeed any part of 
it, left to outsiders, it would mean 
that one part would have to be left 
until the outside expert in some other 


general community 


average around $20. 


This is an. at- 


and air-conditioning 


line found time to get in before work 
could be resumed. Which would re 
sult in both inconvenience and delay 
for the customer. 

Time payment sales are of course 
frequent. The store has the policy otf 
allowing the customer to write his own 
terms, within reason, and this works 
out very well in oil burner or similar 
purchases. Because home owners are 
as a rule good credit risks for this 
type of merchandise, three years or 
even three and a half years have some 
times been allowed for payment. Far 
more frequent, however, is the one 
letting the cus 


year contract, By 


tomer suggest his own terms, some 
times better results and shorter con 
than the 


would venture to set as a fixed policy. 


tracts are obtained store 

Chey handle a complete line of heat 
ing and air-conditioning equipment 
and are prepared to render any type 
of service in these fields. Air condi- 
tioning is gradually coming to a posi- 
tion of more importance in Portland 
Starting with commercial installations, 
it has spread to the home field, until 
now quite a Portland 
homes enjoy this convenience. Indi 


number of 


vidual room coolers for use of an in- 
valid who could otherwise only find 
relief by travel to another climate are 
among the sales opportunities which 
the Meier & Frank department has 
developed. 

First in the field, and most complete 
single outlet of this kind on the coast, 
says Mr. Stauffer. To this, and to 
the farsighted and lenient policy of 
the store for which he works, he 
credits the success of the department. 
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Field Notes On 


AIR (JONDITIONING 


IR conditioning is rapidly tak- 
s place as merchandise, if 
lealer and distributor activity in 

field can be taken as any criterion. 

\ recent t 
ELECTRICAI 


by a member of 
MERCHANDIS 
; ugh such typical 
ithern states as Virginia, North and 
South Carolina, Georgia, Alabama, 
lennessee, Mississippi and Kentucky 


vealed some inte esting tacts on dis- 


tributor-dealer relationships, public 
itility policy and public acceptance of 
1ir conditioning equipment. 

\s a guide to the present attitude 
ind thinking of air conditioning deal 
} 


‘rs and distributors in the field, we are 


ummarizing here some of the more 


mportant conclusions drawn from 


lese numerous contact 


The Residence Market 


Che attic ventilating fan and the in- 
lividual unit room cooler, or a combi 
nation of both, will comprise the resi- 
lence market for comfort cooling in 
xisting homes for some years to come 
Complete, year-round air conditioning 

tich is the logical answer to the new 

yme construction market, is still con 


fined to that market and is subject, as 


t was this summer, to the limitations 
nposed when » bottom drops out of 
the business due to constantly rising 
‘ } 1,1 ‘ 4 1 1 } 
prices for building materials and labo 


| l i i cK il \ ACC ill 
xceeding|ly brig! 1 It is com 
iratively simple to install, results ina 
igh degree of cu rie satisfaction 

which tends to create still further 
sales, and brings the retailer an aver- 
age of $225 per installation. Dealers, 


relatively new to the air conditioning 
business, can get into the business with 
1 minimum of new capital, display 
space and trained selling organization. 


Unit Room Coolers 


rhe unit room cooler, likewise, faces 
ts first great volume potential. Dis 
tributors are of the opinion that it will 
equal and even surpass sales of house- 
hold electric refrigerators. They base 
this conclusion on the fact that more 
than one can be sold to a home and 
that the small office market will absorb 
its share in adition. Consumer educa- 
tion on the existence and benefits of 
room cooling and lower prices (below 
$300) will hasten the room cooler into 
the front ranks of major appliances, 


they feel 
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Greater Consumer 
Acceptance 


Che phenomenal rise in sales of both 
ittic fans and room coolers during the 
present season may be attributed to 
greater consumer acceptance; the in- 
troduction of the more portable, air- 
cooled room cooler unit; somewhat 
lower prices; a considerable increase 
in the amount of promotional adver- 
tising being done by utility companies 
and distributors; and the fact that in 
such representative cities as Charles- 
ton, Savannah, Macon, Atlanta, Birm- 
ingham, Memphis, Nashville, Louis- 
ville, Tulsa and Houston, the market 
for heavy duty air conditioning instal- 
lations—that is, runing to ten tons and 
over—is already feeling the restricting 
limitations of saturation. There are 
mly so many hotels, dining rooms, 
heauty shops and better class restau- 
rants and an increasing high number 
of them have installed air conditioning. 
Che alert distributor, while continuing 
to cultivate this market, is looking 
ahead to the small store, the office and 
the residence for his volume of busi- 
ness for whicih, at present, he is busy 
laying the groundwork. This means 
that he is reaching out to dealers to 
ict as bird-dogs and business getters 
with a view to seeing them full-fledged 
tir conditioning outlets in the near 
tuture 


Commercial Tabs 


Che pressure of competition on small 
stores is forcing many of them into 
he purchase of air conditioning equip- 
ment. So acute is this becoming in 
some centers that distributors and deal- 
ers find their biggest problem in the 
umount of man-hours required to fig- 
ure jobs, on bids, that may eventually 
prove unproductive. But there is a 
happy augury here for the three-, five- 
and ten-ton jobs that will make up the 
big market for air conditioning after 
1937. So conscious have stores be- 
come about the necessity of making the 
investment that, in one city, I was 
reliably informed that the three largest 
department stores had banded together 
in a gentlemen’s agreement not to in- 
stall air conditioning until such time 
is they all did so at once. This situa- 
ion prevailed for nearly a year until 
the pressure of competition from small 
specialty shops forced them into mak- 
ing the investment for conditioning 
their own premises. No such pressure 
exists in the home and office field, of 
course, but increasing number of attic 
fan installations, for instance, is creat- 
ing a healthy demand on the part of 
other homeowners for the equipment. 


A quick summary of what 


dealers and distributors are 


doing and thinking about attic 


fans, room coolers and other 


air conditioning equipment 


By 


Laurence Wray 


Utilities Big Factors 


Utility companies are taking an ac- 
tive part in the promotion of air condi- 
tioning business. In many cases they 
have set up advisory boards with engi- 
neers available to figure jobs, assist 
distributors and dealers and act as 
clearing houses for information. In 
some instances, they are selling the 
equipment direct; in others they con- 
fine themselves to attic fan sales leav- 
ing the heavy-duty jobs to the distrib- 
utors. In all but a few cases, they 
are engaging in promotion and adver- 
tising to stimulate the market. Where 
this is not the case, it is usually be- 
cause the company policy has not been 
sufficiently determined inasmuch as 
every major air conditioning installa- 
tion generally calls for a utility invest- 
ment in added transformer capacity 
or new substations. Most of them 
have seen their way clear to make 
this investment promptly because the 
added capacity for one major installa- 
tion in a particular district will take 
care of the demand made on the lines 
for numerous smaller jobs installed in 
the same area. 


Distributors and Dealers 


Electrical specialty distributors and 
dealers, operating in or around impor- 
tant market and population centers, are 
actively engaged in the sale of air 
conditioning or are making plans to 
get in. Distributors and dealers han- 
dling commercial refrigeration equip 
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ment, water coolers, etc., are invariably 
doing some air conditioning business 
The same is true of specialty dealers 
selling automatic coal stokers, oil buri 
ers and automatic heating equipmen! 
accessories. Electrical contractors ani| 
contractor-dealers have been especially 
successful as their experience in figur 
ing wiring jobs proved a good founda- 
tion for figuring even the larger in- 
stallations in air conditioning. Many 
dealers are relying on either the dis- 
tributor or the factory representative 
of the manufacturer for help in esti- 
mating air conditioning. Estimating 
forms, provided for the purpose by the 
manufacturer, have done much to sim- 
plify their job in this regard. 


“Package Units” 


The progressive dealers who have 
not yet taken an air conditioning line 
or have kept “hands off” the business 
until such time as they felt it was more 
completely established and stabilized, 
are nevertheless for the most part 
keeping in close touch with develop- 
ments. They are avid for any infor- 
mation that will point the way to their 
getting started. And many wise dis- 
tributors, knowing the dealer’s predi- 
lection for package units such as he 
has been accustomed to in the refriger- 
ator, radio, washer, ironer and oil 
burner, are getting him started with 
attic fans and room coolers which are 
as completely packaged as any device 
he has sold and which, in addition, sell 
at around the same price levels. 
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Getting in 
The Business— 


ous CONTINUED FROM PAGE 3| =m 


high cost. That’s true of attic venti- 
lating fans, too. And as the summer 
wends its lazy way along, the chances 
of making new sales become slimmer 
and slimmer. Folks begin to think of 
two week vacations they will take in 
August which leaves only five or six 
weeks of unusual weather to endure. 
The only bright spot is the hay-fever 
sufferers and that’s what Jimmy 
Stewart is going to work on now. 

But a couple of set-backs don’t keep 
the Jimmy Stewarts down. They just 
stick their chin out and ask for more. 
He has his own business with 35 per 
cent making its way into his pocket 
every time he makes a sale and the 
path to new sales getting easier all the 
time. A prospect he works on this 
vear and fails to sell will be duck soup 
the first smack of hot weather next 
spring. 

Maybe he’ll even be mayor of Louis- 
ville then—who knows? He’s a Re- 
publican and so not banking anything 
on his prospects while the Democrats 
are running things. But once in a 
while strange things happen. What- 
ever does happen, you have Jimmy’s 
word for it that he'll still be in the 
room cooler business. 








EVERY HOME and EVERY OFFICE 
is a PROSPECT for the 


[lean Air 














— neem 


CLEANS 
HUMIDIFIES 
DEODORIZES 
HEATS 
THE AIR 


A Year 
"Round 
MONEY MAKER 


for Appliance Dealers 
and Distributors 


Here's an electrical appli- 

ance your salesmen can 

SELL—in large numbers 

because there is nothing 

to compete with it—and the field is 
practically unlimited. 

Clean Air washes, humidifies, circu- 
lates, heats, deodorizes the air. Re- 
moves dust, dirt, smoke, odors and 
pollen. Can be carried from room to 
room. Costs little to operate. Avail 
able for both alternating and direct 
current. 








Send coupon today for details about 
the Clean Air franchise. Liberal dis- 
counts to recognized distributors and 
dealers. 


CONTINENTAL MOTORS CORP 

12815 E. Jefferson Ave., Detroit. Mich. 

Please send me details about Clean Air 
nchise 











If your problem is distribution— 


ELECTRICAL MERCHANDISING can help you 


It’s no news that America is rapidly 
becoming air conditioning conscious. 


On every hand we hear of the prog- 
ress of this lusty “infant industry” — 
already out of its swaddling clothes 

.. a business which did practically as 
much in the first six months of 1937 
as it did in all of 1936 and will exceed 
in volume better than a quarter of a 
billion dollars by the end of the year 
. .. an industry that is taking with it 
automatic heating—oil burners and 
coal stokers—to new heights. 


Little wonder that factories are be- 
ing enlarged . . . sales forces increased 

. . advertising appropriations upped. 
For that is what is happening in the 
air conditioning and automatic heat- 
ing equipment fields. 


What does all this mean to the elec- 
trical appliance distributor and dealer, 
the contractor-dealer and the light and 
power company? 


It means, first of all—business— 
BIG BUSINESS! It means opportunity 
—opportunity to apply to this up-and- 
coming industry the same selling tech- 
nique and strategy that have placed 
vacuum cleaners, washing machines 
and electric refrigerators in practically 
every other home in America 
that have built the electrical appli- 
ance business from nothing to over 


a billion dollars a year annually! 


It is only natural that air condition- 
ing manufacturers are turning to the 
distributors and salesmen who did this 
job to speed the sales of their prod- 
ucts. They are taking a leaf from the 
merchandising book of the 3,000 or 
more “spark plugs” of the electrical 
industry—the light and power com- 
panies, without whose support prog- 
ress in home electrification remains 
static. 


No doubt about it!—the electrical 
appliance industry is already in the 
air conditioning and automatic heat- 
ing business! And for every dealer 
now so engaged, scores of others are 
planning to enter the field. 


We know this by the letters that 
come to our editors .. . by the field 
and mail surveys . . . by the increased 
circulation of Electrical Merchandis- 
ing to distributors and dealers who 
want the valuable editorial material 
on these subjects. Finally. we know it 
because manufacturers of air condi- 
tioning and automatic heating equip- 
ment tell us so, and prove it by their 
increasing use of the advertising pages 
of this publication. the better to place 
their sales messages in the hands of 
Electrical Merchandising’s vast and 
crowing reader audience. 


To the air conditioning manufacturer who wants to build 


effective distribution among the sales minded outlets in the 


electrical specialty business, the Air Conditioning Section of 


Electrical Merchandising will present your sales message in 


an action-stimulating editorial background to the outlets 


you want. 


ELECTRICAL MERCHANDISING 


A McGraw-Hill Publication 


330 W. 42nd St. 


New York, N. Y. 
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Want to get in on a secret 
that’Il save you service calls? 















MRS. DAVIS. 





HERE'S THE OIL | RECOMMEND 
FOR THAT NEW REFRIGERATOR, 





THAT OILS WORTH ITS 
WEIGHT IN GOLD. MUST 
SAVE ME AT LEAST A 








I'VE READ ABO 


ei IN COLLIER’S. 













WRAP ME UP A CAN. 


75 


DOZEN SERVICE CALLS 
A MONTH. 





UT IT 








Ss 







































HENEVER 


buys a major electric ap- 


a customer 
pliance, you should sell that 
customer a can of Gulf Electric- 
Motor Oil, too. 


It is the one oil made spe- 
cially for electric appliance 
motors .. . makes them run 
smoother, last longer . . . saves 


you a pretty penny in service 








calls. Have your men recom- 
mend it when they make a 
service call; you'll be saved 
future service expense, they’ll 
make an extra sale. 


Profit is liberal. 8-ounce can, 
25c. Advertised regularly in 
Collier’s and American Home. 
Write Gulf Petroleum Special- 
ties, Pittsburgh, Pa., for details. 

















































IN THE A 


Turnover of Cadilla 
despite ihe popular 














Sold 
only thru 
reliable 
dealers 
and jobbers 


CAD 





TURNOVER 
AND PROFIT 


TWIN ESSENTIALS TO SUCCESS 


because the inherent quality of Cadillac workmanship insures 
owner satisfaction and eliminates costly comebacks. 


PPLIANCE BUSINESS 


c Cleaners is rapid and steady. Profits, 
Cadillac price range, are big and stay big 


BIG OPPORTUNITY NOW 


Due to Cadillac's extensive national advertising and 
Cadillac's 26 year old reputation for top quality 
at popular prices —due, too, to the consumer's 
greatly increased buying power — this fall's buying 
season offers unlimited opportunity for big profits. 


WE BACK OUR DEALERS 


Productive sales aids, in direct tie-up with Cadil- 
lac's national advertising, stimulate store sales. 
They include colorful window displays and counter 
cards, folders and mailing pieces, mats and mat 
ads, streamers and blowups—all furnished in ample 
quantities—all designed to help you sell Cadillac 
cleaners of a profit! 
For Particulars Write to 


CLEMENTS MFG. CO. 


6666 CHICAGO, 





So. Narragansett Ave HLL. 


SELL 
ILLAC 


| according to S. F. Myers, 


GULF ELECTRIC-MOTOR OIL. 


The ONE oil made specially for electric appliance motors 





| the 


story. 


"A true salesman is always ready to do business,” 
of Shadle's Electric Store in Lock Haven, Pa., 












says D. K. Shadle, proprietor 
and the picture above proves his 


It shows him receiving a check for one Royal cleaner which he sold to 


Misses Florence Dunbar and Katherine Gridley of Los Angeles, Calif. on the 
boat while returning from a trip to Europe. 


MONTH-LONG AIR 
CONDITIONING 
SCHOOL STARTED BY 
WESTINGHOUSE 


EAST PITTSBURGH—To 
trained engineering personnel 
intelligently cultivating the fast expand- 
ing air conditioning market, a month 
long Air Conditioning Application Engi- 
neering School for distributors convened 
at East Springfield, Mass., on October 4, 
Westinghouse 
manager. In 
experts, highly 


pre »vide 
lor more 


Air Conditioning sales 
addition’ to Company 
specialized engineers from the outside 
and recognized authorities from allied 
organizations will be guest lecturers. 
One of the most serious obstacles to 
rapid advancement of selling and 
| installing air-conditioning equipment is 


| the dearth of highly trained application 


engineers, says Myers. From recent in- 
vestigation and studies it is estimated 
that this growing industry will have need 
for between 5,000 and 7,000 young engi- 
neers every year for the next ten years. 
Westinghouse is aware of this need for 
trained man-power and in an attempt to 
wvercome this present condition. among 
its own distributor organization has 
planned this educational activity. 


HIGHER-PRICED 
WASHERS SELLING 


CHICAGO — Buving of 
washing machines is sharply increasing 
in the upper price levels. according to 
industry statistics made public by Joseph 
R. Bohnen. executive secretarv of the 


household 


American Washing Machine Manufac- 
turers’ association. 
Washers retailing at $70 or more 


showed 36.3 percent increase in the first 
eight months of this vear, compared to 
‘he same period in 1936. They totalled 
514.822 as against 377.600. or 41.3 per- 
cent of all factorv deliveries this vear 
as compared to 31.3 of the shinments 
in the same eight months of 1936. 
“Purchasing is moving definitely into 
the higher classifications of new models 
that are being featured throughout the 
industry, and away from the stripped 
and bargain-price machines of the de- 
nression davs,” said Mr. Bohnen. “Pur- 

















chasing also is settling down to conserva- 

tive replacement and eauipment brving, 
after the post-depression home-furnishing 
rush that sent washer totals to wunnre- 
cedented new highs. The 1937 total thus 
| far, 1.245.590, nevertheless is ahead of 
the 1.204.227 figure hit in the same 
months of 1936. when purchasing broke 
jall records. Present buving shows small 
| month-to-month increases but is not up 
to the peaks reached in 1936. 


| 
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BOSTON JOBBER'S 
SALESMAN WINS 
LEONARD FIRST PRIZE 


DETROIT—Winners in the nation-wide 
sales contest conducted for Leonard re 
frigerator wholesale salesmen by the 
Leonard Division of Nash-Kelvinator 
Corporation and its distributors, have 
been announced by R. I. Petrie, sales 
manager for the Leonard Division, as 
follows: 

First prize, a 1938 Nash-LaFayette 
automobile, went to _ V. Keyes, whole- 
salesman for the J. Burke Company, 
Leonard Getiader - Boston, Mass. 
Mr. Keyes has a long and outstanding 
record of sales accomplishment among 
Leonard dealers in the Boston territory. 

Second prizes, of $100 each, were won 
by: Earl Rannells, of Southern Whole- 
salers, Inc., Washington, D. C.; F. B. 
Beardon, of Peaslee-Gaulbert Corp. 
Dallas, Texas (Houston branch); F. 
Viola, of L. C. Wiswell Co., Chicago, 
Ill.; William Edlund, of Electrical Dis- 
tributing, Inc., Portland, Ore., and D. 
Crawford, of Klein Stove Co., Phila- 
delphia, Pa. 

Third prizes, of $50 each, were awarded 
to: E. J. Savage, of E. B. Latham & 
Co., Newark, N. J.; C. Macardell, of 
Morris Distributing Co., Syracuse, N. Y.: 
Morris Henry, of Broome Distributing 
Co., Binghamton, N. Y.; R. D. Golomb, 
of J. A. Williams Co., Pittsburgh, Pa. : 
W. A. Patterson, of A. K. Sutton, Inc., 
Charlotte, N. C. 

L. M. Dunn, of A. 
Co., Des Moines, lowa;: 
of Graybar Electric Co., 
cisco, Cal.: C. B. Lawrence, of Nunn 
Electric Co., Amarillo, Texas; C. H 
Allison, of E. C. McKelvey Radio Co.. 
Salina, Kansas, and F. Moore, Jr., of 
Southern Furniture Sales, Chattanooga, 
Tenn. 

Weekly cash prizes also were made to 
winning wholesalesmen during the eight 
weeks of the contest. Mr. Keves re 
ports that this winning was aided by one 
dealer, particularly, who this year bought 
300 Leonard refrigerators from him, as 
compared to his first purchase of on 
refrigerator made more than five vears 
ago. 


A. Schneiderhahn 
B. C. McDonald, 
Inc., San Fran 


Hoover Plant Beains Work on 
New Addition 


NORTH CANTON, O.—The Hoover 
Co. began work this week on a four 
story addition to its plant at North Can 
ton. The new unit, authorized on the 
basis of continued growth of the Hoover 
business and expectation that 1938 will 
bring further increases, will 80 by 
100 feet and will add 32,000 square feet 
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of floor space to the plant. 
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4 {Above} Tree trimmers hail this 15- 
light set {3415} with delight. 15 
sockets in one straight line make tree 
trimming a pleasure. Each lamp burns 
independently. When one lamp burns 
out the others remain lighted. 
- 
4 {Right} The Noma Cheer-O-Lite 
tree {No. 615} with its glittery, 
silver crystal surface, makes a hit with 
everyone who sees it. Light in many 
colors glows through the odd shaped 
Christmas symbols. 


Outdoor 
Christmas fights 
NOMA 


& {Left} 7-light Multiple 

= Red Cap Outfit. Thor- 
ughly weatherproof for use 
outdoors as well as in- 
doors. Noma Add-On Ex- 
tension Connector for at- 


taching additional sets. 


Through wire red cap 
sockets for straight-line 
decorating. 


@ Christmas just ahead—and all signs point to record- 
breaking sales of Christmas lighting. Homes— business 
places— public institutions—will light up for Christmas as 
never before. Make this demand ring your cash register by 
featuring NOMA—+the name the public knows and asks for— 
America’s fastest selling Christmas lights. 

Noma has everything the people want—exclusive, new-as- 
tomorrow novelties that tickle the public’s fancy and build 
extra sales—all the standard favorites—everything for the 
creation of the simplest to the most elaborate effects. 

Noma products are safe, dependable, easy-to-use. They are 
equipped with genuine MAZDA lamps that stay brighter 
longer. The patented adjustable Berry Bead and Add-On- 
Connector make Christmas decorating a pleasure. That’s why 
people go for them. 

Order NOMA Christmas Lights from your jobber. Ware- 
house stocks conveniently located at Chicago, New York, San 
Francisco, insure quick delivery. Noma Electric Corporation, 
524-528 Broadway, New York, N. Y. 


MA 


LIGHTS 
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kind. All the difficulties with which 
salesmen were beset in attempting, 
with indifferent knowledge, to specify 
the size and type of water heater for 
each family’s requirements, have been 
ironed out 

They are now provided with an 
estimating sheet that makes it as sim 
ple to compute water heating require 
ments as a child counting beads. A 


sample is shown below. 


In addition, they had a rule-of 
thumb est ite to go by which figures 
that a family of two or three persons 
uses 400 to 1,000 gallons of water a 


month; four or five persons, 1,000 to 


Hot Water for Sale 





tional 3 gallons at 7 P.M. and 30 gal- 
lons at 10 P.M. Various types of 
electric water heaters would meet the 
requirements. One might have suffi- 
cient heating capacity to heat the 
water as it was drawn; another would 
have a large storage capacity and small 
heat in-put. The best type, obviously, 
would be one that fell between 
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1,400: x OF even persons, 1.400 to 
1,800 gallons and so on. In an aver 


age community, it has been estimated, 
90 per cent of the homes use 1,800 
gallons or less per mont! 

[There are, of course, other factors 
to be taken into consideration when 
specifying: (1) that the heater will 
meet the hot water demands of the 
maximum day within within the pre- 
scribed hours of use; (2) that it will 


meet all water demands with the 
coldest, not the average tap water 
temperature; (3) that it will have 
sufficient capacity to meet normal 
family increase or growth; (4) and 
that the heater will supply satisfactory 
service when operating on either re- 
stricted off-peak or unrestricted peak 
service. 

But supposing the salesman wanted 
to specify a water heater to fit the re- 
quirements a family such as shown 
on the Estimating Sheet. He would 
see that 60 gallons of water, at 150 
degrees, must be available between 7 
and 9 A.M. on laundry day, another 
20 gallons in the afternoon, an addi- 
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Sample of salesmen’ 


s estimating form 








these two extremes—a heater of the 
storage type of the proper size and 
heating capacity and rendering service 
under the most favorable rate—off- 
peak. This particular case would re- 
quire an 80-gallon heater to meet the 
morning demand of 60 gallons with 
enough reserve and recovery capacity 
left to meet the 2 P.M. demand as well 
as the 30-gallon demand at 10 P.M. 

rhe total hot water consumption and 
kw.-hrs. used in this example would 
be 26 days at 88 gallons or 2,288 gal- 
lons; 4 days at 113 gallons or 452 
gallons—a total monthly consumption 
of 2,740 gallons. 
784 kw.-hrs. 

This is an unusual instance and is 
set down here to demonstrate the ease 


with which Georgia Power salesmen 


This would require 


can now estimate accurately the re- 
quirements of each individual family. 
Needless to say, most of the water 
heaters sold are nearer the 40 to 60 
gallon rather than the 
80-gallon. But, due to the care with 
which the salesman goes about esti- 
mating requirements, the capacity of 


capacities 


CONTINUED FROM PAGE I! 





water heaters sold in Georgia Power 
territory averages considerably above 
other sections. And the corollary to 
this is the fact that the customers are 
eminently satisfied with the type of 
water heating service they are getting. 
Salesmen, too, are enthusiastic about 
water heater selling—partly because 
all the mental hazards have been re- 
moved in so far as specifying is con- 
cerned and partly because of the 
splendid record of satisfactory service 
water heater installations have been 
responsible for. 


How Dealers Came In the Picture 


The fact that dealers, too, are jump- 
ing into the water heater picture is 
conclusive -evidence that Georgia 
Power have really got a program. In 
1933 and 1934 not a single dealer 
handled water heaters and _ conse- 
quently not one was sold through those 
channels. This year, as we have seen, 
dealers will sell about 350 water 
heaters. 

Part of this is due to the establish- 
ment of what is known as the Dealer 
Coordination Program—a plan that 
was put into effect in 1935 and has 
been running little more than a year. 
It aims, briefly, at building greater 
appliance volume through the active 
cooperation of worthwhile electrical 
dealers to whom the power company 








a 


passes on any advantages it possesse 
in merchandising due to its unique 
position. 


To qualify as an “approved dealer,” 
the dealer must have an established 
place of business; carry an approved 


line of refrigerators, and a line of 
ranges or water heaters; have on dis 
play at least one of the major appli 
ances; maintain list prices and conduc 
his business on an “ethical” basis. 

In return for registering a desir 
to be an “approved” dealer, Georgi 
Power have made available to hi: 
various merchandising helps. To wit: 
Sales training courses for dealer’ 
salesmen; the help of a “coordinator’ 
in each of the six geographic divisions 
of the company territory; cooking 
schools conducted for dealers in each 
territory; range demonstrations by 
Georgia Power home economists (95 
trained girls directed by Fern Snider) ; 
the financing of dealer paper through 
the Electric Home & Farm Authority 
whereby the utility does the billing 
and collecting; discounts on major ap- 
pliances where the appliance is wanted 
for personal use; free wiring on elec- 
tric ranges and water heaters; free 
servicing of ranges and water heaters 
for a one-year period; dealer promo- 
tion and advertising and the use of 
the company’s display service. 

This dealer coordination plan has 
been largely instrumental in getting 
dealers into the range and water heater 
business. But the same reasons that 
have helped and are helping Georgia 
Power salesmen to sell water heaters 
at increasing volume are working for 
the dealer. 


» @ oe 
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Georgia Power home economists plan water heater strategy 


Georgia Power home economists learn their stuff in the kitchen before demon- 
strating to customers and helping dealers. 
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The Profit 





New PROFIT 






me Big PROFIT 
desire 

AY Opportunity |. . Right Now! 
es 

> of a 

7 Lifetime! 

2S ifetime! 

silting 

S ant d 

se of Electromaster's Model 100 

Am equipped with VITA-MISERS* 

_ 

ori The only one of its kind in the world— 


Baas ae 


it’s an exclusive leader ! 


Offers Sales Possibilities Unequaled 
Since Electric Refrigeration Started Its 
Big Upward Swing 


DON’T MISS THIS CHANCE! 


*VITA-MISERS—Electromaster's 
new and original built-in kettles 
that perform every type of cooking 
with airplane speed and almost 
unbelievable economy. 

ONLY ELECTROMASTER HAS THEM! 


























Whether or not you are in the electric range business now, 
you should investigate this marvelous new sales leader. . . 
already establishing a record for dealer profit. Its sensa- 
tional speed and economy now make every household in 


your community a definite prospect for an electric range. 


Besides the VITA-MISERS the Electromaster Model 100 














ve 
GOLD BOND: has a score of other features that mean fast-repeating sales 





ort, ws r and steady, substantial profit! 


GO TO TOWN with Electromaster! 
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HEN it was first shown 
Wi was simply known as 
the new Markel 3423 fixture. 
Today, with four companion fix- 
tures, it is a proven profit getter 
—one of a series of several new 
Markel lines that are being ac- 
claimed as spectacular successes 
by dealers everywhere. 

Most likely you are among the 
many dealers who are getting the 
bulk of the fixture business right 
If not, 
take atip from us—show your 
customers the Markel 3420 line. 
You'll immediately want to take 


now With Markel lines. 


on other Markel lines that are as 
equally well established as prov- 
en profit getters. 





THE MARKEL 3420 SERIES 


—one of several lines 
of tested profit getters. 


What do you mean, profit test- 
ed fixtures? Simple! They are 
Markel fixtures that have dem- 
onstrated that they have what 
it takes to get the bulk of the 
business in your particular terri- 
tory. Ask us for the facts. 





SILHOUETTE OF A FIXTURE SALESMAN 
e e tipping off a dealer to 
a proven profit getter f 



















MARKEL 


ELECTRIC PRODUCTS, INC. 
145 Seneca St. Buffalo, N. Y. 
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The 3420°‘line of fixtures 
are completely new in con- 
ception. Strikingly beauti- 
ful and thoroughly in keep- 
ing with most advanced 





ideas of decorative light- 
ing and better light for 
better sight. They fit close- 
ly to ceiling and walls for 
flush type lighting. Mount- 


ed directly on outlet box. 
Made in one, two, three 
and four light ceiling fix- 
tures and one light brack- 
et. 


HAVE YOU A 
MARKEL CATALOG ? 


WRITE FOR A COPY 
TODAY! 











MILK 





SALES 


HIS company has maintained a 
general store business for many 
years. They have handled the Mc- 
Cormack-Deering and _ International 
Harvester farm equipment for 16 
years. They made the first sale of a 
McCormack-Deering milk cooler on 
March 13, 1936. Since that date forty 
orders have been obtained for milk 
coolers, twenty-one of which have been 
installed. The remainder have all been 
delivered to the respective customers 
and are being installed as fast as the 
customer’s request is received. Stevens 
was the first company in the United 
States to order and receive a full car- 
load of these coolers. 
They maintain one salesman on full 
time basis, besides the sales manager 
of the firm, Mr. Pierce Stevens, 


FINANCING 


The firm has available for financing 
the plan of the International Har- 
vester Company. They have, how- 
ever, fittanced only six of the above 
Lorders through this plan. The re- 








Unloading a milk cooler on a customer's premises. 


A Dealer Who Sells 


COOLERS 


mainder have all been either cash sales 
or carried with their own working 
capital. The principal reason for the 
use of their own money is that when 
financed through International they 
forfeit a 5% discount which is other- 
wise obtained. In sixteen years of 
selling farm equipment in this manner 
not a single item has ever been re- 
possessed for non-payment. 


SERVICING 


Servicing of the coolers is provided 
through a local electrician, Mr. De- 
lancey Brown. He works on a flat 
price of $4.00 on each installation and 
$1.50 for each service call. Interna- 
tional is set up to give him excellent 
service out of their branch office, at 
any time that the local service man 
is in difficulty. 


ADVERTISING 


The firm advertises regularly in the 
Greenville Local and intermittently in 
the Catskill Recorder. The Interna- 
tional provides for direct mail adver- 
tising, using any mailing list that 
Stevens sends to them. 





A load of electric milk coolers ready for delivery outside the Stevens Store. 
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conte dependability 






vided 
De- : , is 
; “Kelvinator's plan to cut the cost of better living 


| requires that Kelvinator electric ranges be equipped 
erna- with the most efficient, durable and service-free top 
ellent | burners obtainable. Our investigation convinced us 
eat | that Chromalox Super-Speed units easily meet these 
7 requirements. 

Our decision was influenced by such features as 
attractive appearance, large flat surface to transmit 
heat by conduction, two burners in one, and a design 

tm that has many desirable features necessary for eco- 
2. nomical cooking. 
ee | Chrematen Supertgest Rengu Unies ove The reception accorded Chromalox-equipped Kel- 


vinator ranges has more than verified the wisdom of 
our selection. Owners are spreading the word that 
Kelvinator plus Chromalox equals dependability. 


often the determining factor in concluding a 
| sale. Wise merchants use to good effect the 
many fine features of these units, confident 


; that the range buyer will find every statement We are thoroughly satisfied.” 


verified in service. 


EDWIN L. WIEGAND COMPANY 


, 7525 Thomas Boulevard Pittsburgh, Pa. Vice-President 
in Charge of Sales 


BMALIR™ 
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A BEsT SELLER “AMONG RADIO DEALERS! 


The new—pocket size 


“RADIO TRADE-IN 
ALLOWANCE BLUE BOOK” 


ig To end bickering and 
RADIO help radio dealers 
3 Trade-In Allowance 


make a decent profit 
~ BLUE BOOK 





on set sales! 








Radio Dealers can use 
this handy “Trade-In Blue 
Book” to 
—end the wrangling over the proper 


“trade-in” allowance on an old 
radio set. 





Directory of Dealer Maximums 
for Receivers Made in U. S.A. 


YEARS. 1931-1932-1933-1994-1935 


PRICE SO CENTS: 





—establish a basis for appraising old 
receivers so that a legitimate net 
profit is obtained on the new set 











PUBLISHED Juve, 1037 — EXPIRES inne, 1938” sale. 
on —give official appearance to the 
os RADIO “trade-in” allowance quoted the 
: a eee - customer. 
—to offset competitive allowances 
Single Copies 50c Each which are out of line with a just 
valuation. 


Quantity Rates as Follows: 
25-99 Copies—40c each 
100-499 Copies—35c¢ each 
More than 500 Copies—25c¢ each 


All Orders for Less than 10 Copies Must 
Be Accompanied by Full Remittance in 
Currency, Check or Money Order 


—trefer to in front of customer and 
show that the figure the dealer 
quotes is in excess of the suggested 
allowance for any set. 


ORDER YOUR COPIES TODAY 


Do “trade-ins” make your store a battle ground? Every radio dealer 
has to face the problem of appraising “trade-in” sets on which too 
generous an allowance wipes out the net profit from the sale of a new 
receiver and too small an allowance drives the customer to a competitor's 
store. 


To help dealers arrive at a just “trade-in” allowance figure, Radio 
Retailing has published the first authentic, comprehensive directory of 
“trade-in” maximum allowances ever compiled for radio receivers made 
in this country from 1931 to 1935. This unparalleled data appeared 
in Radio Retailing’s June issue but the immediate demand for it was so 
widespread that the entire directory was reprinted in a handy, pocket- 
size book and is now offered to the trade at a nominal price. 

Every radio dealer should have this book on his counter and in the 
hands of his salesmen. It can be used to drive home to the customer 
a semi-official “trade-in” figure which is fair to the dealer and will 
insure a legitimate profit on the sale of any receiver. An investment of 
50c in the TRADE-IN ALLOWANCE BLUE BOOK may save you 
hundreds of dollars in the course of the year and eliminate most of the 
headaches arising from lengthy arguments with your customers. 

Order a copy of the “Radio Trade-in Allowance Blue Book” for 
your store today and you'll be surprised at its value as a year round 
selling aid. Simply attach the coupon to your letterhead and mail it 
with the fee. 


USE THIS HANDY COUPON TO ORDER YOUR COPIES TODAY 


RADIO RETAILING 


330 W. 42nd St., New York, N. Y. 
Gentlemen: 


PN & Ga vicascvsds for which you are to send me............ copies of 
the handy, pocket-size “RADIO TRADE-IN ALLOWANCE BLUE BOOK” 
by return mail, postage pre-paid. 


Remittance Must Accompany This Order 


COREE EEE EEE HEHEHE HEE EEE EEE EEE HEHEHE HEHEHE HEHEHE HEHEHE EES 


EM10-37 
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Small AA ppliances On 
TIME 


$20 AND UP items good for extended 
account at Famous-Barr, St. Louis 








|. L. Kordenbrock, who for ten years headed the Famous- 
Barr major appliance department. He recently resigned. 


OR years the jam-packed files of 

customers names held byevery de- 
partment store has been the toughest 
rival to utility lists. Many a depart- 
ment store housefurnishing executive 
has rolled an eye at the charge ac- 
count setup wondering how it could 
aid him in getting more business on 
his hip. 

In St. Louis the Famous-Barr Com- 
pany has thrown open its charge ac- 
count facilities to small and major 
purchasers. Any customer can come 
in, lay down as little as $2, fill out a 
general sales order, and if his credit 
checks up okie-doakie the appliance 
will be delivered to him. A charge of 
8 per cent is made for the privilege. 
The general sales order incidentally 
constitutes a promissory note and is 
only valid when counter-signed by 
the credit manager of the store. 
sé HE idea, of course, is a traffic 
builder,” declares I. L. Korden- 
brock, who for the last ten years was 
manager of the housefurnishing depart- 
ment, “The customer must come in 
and make payments which insures his 
frequent visits to the store. In case 
he fails to make the second payment 
within three months we simply pick 
up the appliance which can’t be dam- 
aged much in that time, and which 
can be sold in our outlet store. The 
plan has jumped sales in small ap- 


OCTOBER, 


‘ 


pliances about 20 per cent. We got 
the idea from the utilities with their 
pay-on-your-light-bill idea.” 

The plan was started in 1935 on a 
$1 down basis, and appliances selling 
for as low a price as $5 were of- 
fered at that time. This did not work 
out so satisfactorily. Out of this how- 
ever, grew the present plan of 10 per 
cent cash on items of $20 and over. 
Minimum monthly payments are $4 
and the payments may run from five 
to 18 months. On a $25 sale five 
months is the limit, on a $50 sale, 
ten months the limit, on $100 sale 12 
months, $150, fifteen months, and $250 
to $500, 18 months are allowed. 


HE Famous-Barr Company has 24 

salesmen in its housefurnishing 
department who work three days on 
and three days off. All men have the 
privilege of leaving the floor to follow 
up sales at any time. The drawing 
account is charged against commis- 
sion. If a man gets behind he is put 
outside on a straight commission basis 
until he catches up. 

As this is written, Mr. Korden- 
brock is leaving the Famous-Barr 
Company after 22 years with that in- 
stitution. Starting as a stock boy he 
worked through jewelry, automobile 
accessories and electrical appliances. 
He has been succeeded by Harrison 
T. Coe. 
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FOR OVER 25 YEARS WE'VE DONE 





private versus public labels. 


WHAT WE MEAN BY PUBLIC LABELING 


| Labeling that is done by an independent — 
authoritative source for the protection 


of the public. 


2 Labeling that is accepted by the public 
as an identification of specified stand- 


ards of quality. 





Good Housekeeping 
Has Done Public Labeling 
for Over 25 Years 


Good Housekeeping does public 
labeling—has done it for over 25 
years. It maintains extensive labora- 
tories for testing .. . it sets definite 
standards of quality that all tests 
must meet—for the protection of the 
public. And finally so the public can 
identify and buy Good Housekeeping 
approved merchandise, it provides a 
label for such merchandise as passes 
its tests, meets its standards. This is 
public labeling by an independent 
authoritative source—a definite un- 
paralleled service to “the Consumer 
who wants to know.” 


Public Acceptance 
of Good Housekeeping 
Public Labeling 


Good Housekeeping public labeling 
is accepted by the American. public 
as a guarantee of quality ... Merch- 
andise marked with its Bureau and 
Institute Seals and Guaranteed As 
Advertised ‘emblems is bought be- 
cause it is so marked—in every city, 
town and hamlet in the United 
States. 
fications are in reality famous Amer- 


Good Housekeeping identi- 


It is not our desire to debate here the question of 
We merely wish to 
emphasize that there is a place—an important place 
—in every store’s sales plan for Public Labels. 


ican trade marks known to millions 
of women. Merchandise marked with 
them is branded merchandise. Prob- 
ably the best known, most widely ac- 
cepted branded merchandise in this 
country is that merchandise adver- 
tised in Good Housekeeping. 


Not For Private Gain 


Good Housekeeping research and 
testing facilities cannot be bought. 
Basically their purpose is to protect 
the readers of Good Housekeeping. 
However they actually represent 
buying guides for not only the mil- 
lions of Good Housekeeping readers 
but for many more millions of women 
who know of Good Housekeeping 
approved products by reputation and 
by use. Good Housekeeping public 
labels enjoy their reputation be- 
cause they were not conceived as a 
means of increasing private profit but 
as rendering a public service. 

No question about it: the consumer 
made up her mind long ago about 
public labels—she buys Good House- 
keeping branded merchandise. 


Good Housekeeping 


Everywoman’s Magazine 
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LET G-E MOTORS HELP YOU IN TWO WAYS 


MOVE APPLIANCES OUT 


I. CREASED sales of appliances may seem a 
strong claim for a new motor just off the production line; 
but we don’t mean that the mere mention of a G-E motor 


on an appliance will sell it. We do believe, however, that 
it will help. 


For example, a prospect comes into your showroom to 
look at refrigerators. She sees one that is very similiar to 
another she has seen and likes. Both are the same size, 
have similar finishes and shelf arrangements, and the 
prices are comparable. But it will make a difference when 
she is told that your machine is equipped with a 
G-E motor. She knows from experience and from 
friends that the G-E monogram is assurance of 
dependable electric equipment; and, other things 


being equal, she will buy the one with a G-E 
motor. 


GENERAL 
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KEEP THEM OPERATING 
SATISFACTORILY 





A.» why do G-E motors consistently promote 
the remarkable performance of appliances in which they 
are incorporated? Because they are designed and built to 
last and to require little or no attention. The cast- 
aluminum rotor is indestructible, and bearings require 
oiling but once a year. Washer motors have sufficient 
factory lubricant to last the life of the machines upon 
which they are originally mounted. 


G-E motors are carefully balanced,and mounted in rubber. 
Quiet—you can scarcely hear them run; furthermore, 
they do not interfere with radio reception. Every 
motor is given a two-hour test run and is checked 
for quietness and efficiency before shipment—not 
to mention the many inspections given indi- 
vidual motor parts during manufacture. General 
Electric, Schenectady, N. Y. 


070-212 


ELECTRIC 
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Electrical Merchandising Review of the Menth 


October /937 








COMMERCIAL 
COOKING COUNCIL 
ISSUE PLAN BOOK 
ON MARKET 


NEW YORK—‘National distributors 
and local retailers of commercial electric 
cooking equipment for counter and pantry 
should focus early attention on the poten- 
tial market offered by the 60,000 first 
class restaurants and 34,000 substantial 
drug stores in the United States which 
operate lunch counters,” states C. E. 
Greenwood, commercial director of Edi- 
son Electric Institute and member of the 
recently formed National Commercial 
Cooking Council. 

“The Commercial Cooking Council will 
issue a Plan Book in September outlin- 
ing a cooperative promotional and sales 
campaign toward the electrical moderaiza- 
tion of restaurant and _ lunch-counter 
kitchens and grills,” Mr. Greenwood says. 

“Electrical manufacturers and dealers, 
all types of companies which sell hotel 
and restaurant equipment, and electric 
utility companies are offered an excep- 
tional opportunity to unite in a national 
program directed toward a market which 
promises common profits for all con- 
cerned. 

“The economy, convenience, speed, 
cleanliness and coolness made possible by 
electric cooking apparatus are strong 
factors in competition with other types of 
equipment. Now that the modern ‘hot 
dog wagon’ has installed a radio and sup- 
plied dancing space, the public expects 
its ‘hot dogs’ broiled on electric plates, 
its ‘quick lunch’ eggs timed in automatic 
electric cookers, its sandwiches toasted 
or grilled in automatic electric appliances, 
and its five-cent cup of coffee brewed in 
electric coffee makers. In fact, every 
kind of quick-order menu can be produced 
electrically with such speed and perfection 
that electrical cooking is not only be- 
coming the choice of the old-time ‘hot 
dog stand’ and the drug store lunch 
counter, but of the pantry of hotel and 
restaurant as well. 

“The special market for this division 
of electrical merchandise is there for 
those who cultivate it. Acceptance is 
established. Volume is’ beginning to 
climb at an increasing rate. A complete 
market analysis is presented in the Plan 
Book which the Commercial Cooking 
Council offers to merchandisers who wish 
to share in the profits of a nation-wide 
Promotional campaign. The Plan Book 
describes dealer aids and excellent pro- 
motional material which will be available 
shortly, and every type of participation is 
outlined comprehensively. A sweeping re- 
sponse is indicated.” 

The Commercial Cooking Council, 
formed jointly by the Commercial Divi- 
sion of Edison Electric Institute and the 
Food Service Equipment Section of the 
National Electrical Manufacturers Asso- 
Ciation, is headed by P. M. Alden, 








When Howard Blood, president of 
Norge, bought a farm at South Lyons, 
Mich., he mechanized it completely 
and put it on a strictly business basis. 





Philadelphia Electric Company, as Chair- 
man. The other members are R. S. Bell, 
Commonwealth & Southern Corporation, 
J. Hadley Scott, American Gas & Elec- 
tric Company, Grant Call, Edison General 
Appliance Corporation, R. E. Arnold, 
The Silex Company, M. E. Miner, The 
Griswold Manufacturing Company, Bruce 
Fleming, National Electrical Manufac- 
turers Association, and C. E. Greenwood, 
Edison Electric Institute. 


NORGE BUILDS NEW 
RANGE PLANT 


DETROIT, MICH.—C. D. Donovan, 
vice-president and general manager for 
Norge Division Borg-Warner Corpora- 
tion, is responsible for one of the out- 
standing manufacturing accomplishments 
of the year . . . the construction of a com- 
plete, new gas and electric range plant at 


’ Muskegon, Michigan, and the transfer of 


machinery and equipment from the De- 
troit plant with a production interim of 
less than 30 days. 

Within 60 days from the completion of 
the new Muskegon plant, production of 
Norge ranges have exceeded the normal 
Detroit production by more than 100 per 
cent. 

The Norge Muskegon manufacturing 
facilities now include 28 acres of plant 
ground, and 721,295 square feet of floor 
area. The peak employment is 4,500. 
Electricity is consumed at the rate of 
1,500,000 KWH per month. 

Warehouse capacity is now sufficient 
to store 50,000 manufactured units. 
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WEST PENN POWER RETIRES FROM 
DIRECT APPLIANCE MERCHANDISING 


Steele Sellers to Organize 
Independent Chain 


PITTSBURGH, Pa—Effective De- 
cember 1, West Penn Power Company, 
through its subsidiary West Penn Appli- 
ance Company, are retiring from the di- 
rect merchandising of electrical appliances. 
Steele R. Sellers, sales manager of West 
Penn Appliance Co., is resigning of that 
date to organize a chain of independent 
Appliance stores in the West Penn terri- 
tory. 

Reasons for the change in policy, an- 
nounced after years of domestic load-build- 
ing through company sales departments, 
were that dealers are now accounting for 
80 to 85 per cent of the dollar volume of 
electrical equipment sold in the territory ; 
that agitation for non-merchandising poli- 
cies be discontinued; that dealer and dis- 
tributor goodwill will be increased; that 
greater load-building will result; and that 
personnel and money tied up in appliance 
merchandising activities will be released 
for other purposes. 

Enlarged advertising and promotional 
efforts, enlarged dealer contact organiza- 
tion and similar activities will be en- 
gaged in, according to company officials. 

Reasons back of the new policy as 
stated by the company follow: 

(1) Dealers are Now in Position To 
“Carry On” 

When West Penn started to merchan- 
dise, the number of dealers in the terri- 
tory was small and their efforts were di- 
rected largely at wiring, fixtures, small 
appliances, washers and cleaners. Since 
then, the expanding market has made it 
profitable for more dealers to enter the 
field and individually to take a much 
larger part in the sale of electrical appli- 
ances. The development of new equip- 
ment, such as the A.C. radio and the 
electric refrigerator, has added markets 
sufficiently attractive to encourage dealers 
to build sales organizations and improve 
their coverage. 

West Penn Appliance Company has 
been particularly active in developing the 
market for new appliances. Its merchan- 
dising emphasis has been constantly 
shifted away from items that had gained 
good customer acceptance to new items 
requiring pioneer work, In recent years, 
for example, West Penn Appliance Com- 
pany has put almost no effort back of 
washers and radios, where acceptance is 
very high; and has put more and more 
effort into the development of the market 
for electric ranges, I.E.S. lamps, water 
heaters, roasters and similar newer items 
possessing definite customer advantages, 
and representing large potential markets 
which dealers could profitably enter after 
initial development work had been done. 
Gradually, as dealer outlets grew in 
number and importance, the Company has 








Steele Sellers, sales manager of 
West Penn Appliance Company, is 
going to start a chain of independent 
appliance stores. 





increased its co-operation with dealers. 
Demonstration services have been made 
available to dealers. Promotional ad- 
vertising has been greatly increased. Co- 
operative sales plans have been developed 
—a substantial forward step being taken 
at the beginning of 1937 when the Range 
Dealer Co-operative Plan was made ef- 
fective. 

Dealers have consequently sold.a larger 
and larger portion of the appliances and 
electrical equipment in our territory. 
Dealers are now selling more than 90% 
of the radios, washers, cleaners, small ap- 
pliances, lamp bulbs and wiring and fix- 
tures. They sell 75% to 80% of the 
electric refrigerators, 20% of the electric 
ranges, 10% of the electric water heaters, 
65% of the ironers, and most of, the water 
systems and special farm equipment such 
as soil heating and soil sterilization equip- 
ment, incubators, farm motors, etc. 
Dealers account for at lefst 80% to 85% 
of all the dollar volume of electrical equip- 
ment sold in our territory, which repre- 
sents perhaps 60% to 65% of the total 
load growth of the Company from ap- 
pliance sales. 

It now appears safe to take another 
major step in the developmenet of our 
co-operation with dealers by discounting 
merchandising in the hope and exnecta- 
tion that dealer sales, of both staple and 
the newer load-building appliances, will 
increase so as to make it possible for us 
to continue the new policy. 

(2) Stop Agitation for Non-Merchan- 
dising 

Though not a primary consideration, 
going out of merchandising will be bene- 
ficial in satisfying political and legisla- 
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tive agitation for a non-merchandising 
policy, and similarly, of dealer agitation 
for non-merchandising. 

In spite of the fact that we believed 
our intensive building of load through 
appliance selling was constructive and in 
the interest of customers and dealers, and 
that we could convince any fair-minded 
person of that fact, criticisms and at- 
tacks have had to be met in the past, The 
time and effort spent in defense of our 
policies can now be directed into more 
useful channels. 


(3) Obtain Dealer and Jobber Good- 
will 


A natural outgrowth of (2) will be 
increased dealer and distributor goodwill. 
We cease being: competitors and become 
co-operators. We know that some dealers 
have been reluctant to co-operate fully 
in developing appliance sales because they 
thought of us primarily as a competitor. 
Much greater co-operation can now be 
expected. We believe we can become a 
constructive influence toward market sta- 
bilization and fair but vigorous com- 
petition. 

(4) Greater Load-Building Results 

Companies following a non-merchan- 
dising policy have a greater average resi- 
dential use than those who sell appliances. 
While this may not be due to a non- 
merchandising policy, it does indicate that 
appliance selling by the utility is not now 
essential to rapid load growth if dealers 
do a good job. West Penn expects to be 
able to build load just as rapidly or even 








more rapidly under the new policy by 
encouraging dealer sales. 


(5) Dealers Can Sell 

Items 

Experience on dealer range selling so 
far this year indicates that dealers can be 
shown the advantages of selling promo- 
tional items. At the present time there 
are more than 150 Co-operative Range 
Dealers and, in spite of the fact that most 
of them never sold electric ranges before 
and many of them are only now getting 
started, indications are that they will sell 
from 500 to 700 ranges this year. Simi- 
larly, dealers are selling I.E.S. lamps in 
increasing volume and there are many 
indications that their sales of water 
heaters are on the verge of a substantial 
increase, 


(6) Personnel and Space Relief 

Headquarters and district personnel will 
be relieved of much supervision and rou- 
tine work which now arises through the 
sale of appliances, and there will be 
greater stability of personnel. 

Much needed storeroom, garage, dis- 
trict office and headquarter space will be 
made available. Automobile requirements 
will be reduced. 


(7) Financial Relief 

Money tied up in merchandise inven- 
tory and Appliance Company paper will 
be released tor other uses. Taxes will be 
decreased. Expenses for residential load- 
building will be properly charged and in 
their entirety to the operating* accounts. 


Promotional 





2,000,000 DRIVE TO CLIMAX 
ROCKY MOUNTAIN '37 ACTIVITY 


Jacobucci of Utah Elected 
President 


DENVER: A merchandising campaign, 
designed to sell two million dollars’ worth 
of electrical appliances during the final 
three months of 1937, and backed by a 
$125,000 advertising budget, was formally 
launched at the Rocky Mountain Elec- 
trical League’s annual convention in Estes 
Park, Sept. 13-14-15. 

Direction of this gigantic selling activ- 
ity will climax Guy W. Faller’s term as 
president of R. M. E. L. Having served 
as president of the old Rocky Mountain 
Electrical Association, and continued his 
leadership when that organization merged 
with Electrial League of Colorado to be- 
come the Rocky Mountain Electrical 
League several months ago, he will re- 
tire Jan. 1, 1938, to be succeeded by 
J H. Jacobucci, Utah Power and Light 
Company, who was elected president at 
the recent convention. 

Named as vice presidents to serve with 
Mr. Jacobucci in 1938 are: H. E. Sam- 
son, Southwestern Public Service Com- 
pany, Roswell, New Mexico; Thomas W. 
Hughes, Sheridan County Electric Com- 
pany, Sheridan, Wyoming; John E. Loi- 
seau, Public Service Company of Colo- 
rado, Denver, Colo.; and E. E. Brazier, 
General Electric Supply Corporation, 
Denver, Colo. Re-elected were: W. C. 
Sterne, Arvada Electric Company, Den- 
ver, treasurer; and George E. Lewis, 
manager. 7 

In addition to the four states, Colorado, 
Wyoming, New Mexico and South Da- 
kota, embracing membership of the Rocky 
Mountain Electrical League, sixteen other 
states were represented at the Estes Park 
convention, largest in history for the 
electrical industry of this region. Earl 
W. Hodges, Cities Service Company of- 
ficial, New York, and George C. Tenney, 
San Francisco, editor of Electrical West, 
travelled the greatest distances to reach 
the Estes Park parley. 

All convention speeches pointed to- 
ward the great year-end merchandising 
project of R. M. E. L., which includes 
expositions in scores of towns and cities 
and a $40,000 prize contest and expense- 
paid trips for outstanding salesmen to 
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J. H. Jacobucci, Green River, Wyo., 
newly-elected president of the Rocky 
Mountain Electrical League. 





the Rosebowl football classic. Earl N. 
Peak, president, National Electrical Con- 
tractors’ Association, stressed the ne- 
cessity for cooperative selling. E. W. 
Commery, Home Lighting Department, 
General Electric Company, emphasized 
importance of proper selling technique for 
I, E. S. lamps. C. E. Greenwood, com- 
mercial director, Edison Electric Insti- 
tute, told his audience that utilities have 
neglected small appliances in their efforts 
to place more expensive equipment. Henry 
Voss, advertising manager of the Denver 
Dry Goods Company, Denver, presented 
the viewpoint of a general merchandising 
institution which has profited by going 
along with the R. M. E. L. program on 
cooperative promotion. Dr. A. S. Bennion, 
Utah Power Light Company, enunciated 
a formula for successful salesman- 
ship: “Know your stuff, Understand Peo- 
ple. Be Dynamic,” Gaylord B. Buck, 











Architects Ralph Walker and W. K. Harrison, designing G-E'S building at the 


New York World Fair in 1939, lunch with Nela Park lighting officials. 
right: H, Freeman Barnes; W. K. Harrison; Ward Harrison; N. H. 


Left to 
Boynton; 


M. L. Sloan; Arthur Scaife; Chester Lang, advertising manager of General Elec- 
tric; J. E. Kewley, R. P. Burrows; E. E. Potter; C. M. Cutler; and architect Ralph 


Walker. 





Public Service Company of Colorado. de- 
voted his entire talk to: “The League’s 
Fall and Winter Sales Program,” advo- 
cating liberal use of the Plan Book, which 
describes a multitude of business-getting 
stunts (and is free on request). 

Radio broadcasts, newspaper and maga- 
zine space, broadsides and personal letters 
will figure prominently in R. M. L.’s 
ninety-day “Electrical Jubilee” as outlined 
at the convention. Every phase of na- 
tional electrical merchandising promotion 
will be coordinated with the Rocky Moun- 
tain region’s campaign. 

The League’s Award of Merit for 1937 
went to John E. Loiseau. His outstand- 
ing and brilliant services which brought 
about consolidation of R. M. E. A. and 
Electrical League of Colorado was deemed 
the greatest contribution to the Rocky 
Mountain region’s electrical industry this 
year. 


GREIST IN FIRST AD DRIVE 


NEW HAVEN, CONN.—Greist Manu- 
facturing Co., New Haven, Conn., will 
break their first consumer advertising 
campaign in October through their ad- 
vertising agency, Williams & Saylor, Inc. 
The theme of the campaign, “Corrected 
Light” for high visual acuity is based 
on the performance of the Greist White 
Knight lamps and other illuminating units 
incorporating the Celestialite luminaire. 
Portable lighting equipment for every 
office purpose will be offered. 

Present plans call for representative 
space in a list of news and business 
magazines including Time, News-Week, 
Nation’s Business, American Business, 
and Business Week. The consumer ad- 
vertising will be supported and mer- 
chandised by an intensive trade campaign 
using publications in the office supply and 
electrical fields. Special promotional 
offerings and dealer helps will be avail- 
able to distributing interests to activate 
their participation in the newly created 
and important market for office portable 
lighting equipment. 








KELVINATOR CREATES 
NEW APPLIANCE SALES 
REGION 


J. F. Crossin Heads New Territory 
K. L. Saunders Takes Over Eastern 
Region 


DETROIT—Immediate creation of a 
new Household Appliance Sales Region, 
headed by J. F. Crossin, hitherto Kel- 
vinator’s eastern regional manager, was 
announced today by Ralph C. Cameron, 
household appliance sales manager, Kel- 
vinator Division, Nash-Kelvinator Cor- 
poration. The new sales territory, created 
to meet the demands of constantly in- 
creasing business, will have headquarters 
at Detroit, and will cover Western Penn- 
sylvania, West Virginia, Ohio, parts of 
Kentucky and Indiana, and the lower 
peninsula of Michigan. Mr. Crossin will 
take over his new duties beginning 
October 1. 

At the same time announcement was 
made of the appointment of Keith L. 
Saunders, to the position of eastern re- 
gional manager in place of Mr. Crossin. 
Mr. Saunders’ appointment will take effect 
immediately. 

Previous to his new association with 
Kelvinator Mr. Saunders was for two 
years manager of the Household Divi- 
sion of the New York branch of Frigi- 
daire, and before that was for several 
years branch manager of General Motors 
Radio in New York. He comes to 
Kelvinator with a record of proven ability 
behind him and a thorough knowledge of 
the entire household appliance field. 

Mr. Crossin has been Kelvinator’s 
eastern regional manager since 1931 and 
will bring to the problem of organizing 
the new region a thorough knowledge of 
the sales policies and program of the 
Company. 








Louis Collins of Marcus, la., writes us that, of 34 Kelvinators sold so far this sea- 
son, 21 have been sold with the aid of his trailer, above. 
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KITCHEN MODERNIZING MOVEMENT 
NOW COVERS ENTIRE COUNTRY 


Annual Report of Bureau 
Published 


NEW YORK—Kitchen Modernizing 
Bureaus increased in number 182 per cent 
between August 1, 1936, and August 1, 
1937. The year’s increase adds 100 new 
Bureaus to last year’s 55. The annual 
report of the National Kitchen Moderniz- 
ing Bureau, just released to its members, 
includes a list of local Bureaus in 40 
states and the District of Columbia, and 
testifies to the rapid spread of the move- 
ment since the National Bureau was first 
established two years ago. 

Of wide significance are the scores of 
cities and areas where Kitchen Moderniz- 
ing by Electrifying is being actively pro- 
moted without the establishment of formal 
Bureaus. Territorial surveys indicate that 
Kitchen Modernizing activities are today 
no longer restricted to established 
Bureaus, but are being extensively car- 
ried on through an increasing variety of 
channels. 

In New England, for example, nearly 
every utility company has adopted the 
Kitchen Modernizing program in some 
form for all of its properties. Sales are 
being recorded and promotional effort 
actively carried on in all the larger cities, 
and smaller scale activities are pushed 
aggressively in the towns and surrounding 
areas where no formal Bureaus exist. 

Typical of the area coverage on Kitchen 
Modernizing by utility companies is the 
program of Connecticut Light & Power 
Company. All its salesmen and home 
service employees are trained in the Kit- 
chen Modernizing approach, picked sales- 
men are assigned to this type of selling 
exclusively, and a well-rounded program 
of advertising, promotion, model kitchens 
and kitchen planning service is carried on. 

Similar conditions exist in many states. 
The general adoption by utility companies 
of the Kitchen Modernizing activity as 
an integral part of their local merchandis- 
ing programs has already made it state- 
wide in coverage repeatedly, whether or 
not this shows up in the list of established 
Bureaus. 

As an instance of this the Report cites 
Miami, Florida, which has the only Elec- 











June Lang, 20th Century-Fox movie 
star, has a "Royal" cleaner in her 


home; so have Rochelle Hudson, 
Gloria Stuart and others. So the 
P. A. Geier Co. are going to adver- 
tise the fact in a big way. 
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tric Kitchen Bureau in that state, yet in 
no other state has the Kitchen Moderniz- 
ing approach been so widely and actively 
employed with such brilliant sales re- 
sults. The movement is state-wide; the 
utility companies which serve Florida 
have made Kitchen Modernizing their 
foremost merchandising endeavor for nine 
of the past twelve months, 

In Georgia there are local Bureaus in 
the principal cities only. Due to the work 
of Georgia Power Company, however, 
Kitchen Modernizing activity covers the 
state. Alabama has only two Bureaus, 
both in Birmingham. One of them con- 
fines its activity to that city. The other 
serves as the core of a statewide effort in 
which both the Alabama _ Electrical 
Dealers Association and the Alabama 
Power Company cooperate. This type of 
organization was set up in preference to 
establishing local Bureaus in the several 
smaller cities of the state as the more 
efficient approach to this population area. 

In Wisconsin, Kitchen Modernizing is 
one of the approved activities of the 
state’s association of utilities. Minnesota 
and the Dakotas are similarly banded to- 
gether to promote Kitchen Modernizing 
by joint action of most of the utility 
companies. 

In the more sparsely settled states, 
action of utility companies has established 
local Bureaus in every town and city of 
any considerable importance. In Wash- 
ington, for example, there are 16 Bureaus 
in as many cities. Oregon has eight 
Bureaus, Montana has nine, and Idaho, 
seven. 

The Report presents impressive evi- 
dence of the concrete results of this activ- 
ity. Washington, D. C., for instance, re- 
ports 2,905 all-electric kitchens installed 
in homes and apartments up to August 1. 
Twenty-three utility companies, among the 
entire number which are active in Kitchen 
Modernizing, report a total of 25,647 
electric kitchens sold on their lines dur- 
ing the year. Of these, 9,863 recorded the 
sale of an electric refrigerator, range and 
water heater; 15,784 the sale of an elec- 
tric refrigerator and range. The total 
— of this equipment exceeded $5,500,- 


The Report devotes special attention to 
the advertising and publicity materials 
and other promotional aids which the 
National Bureau supplies, and to the use 
which local Bureaus are making of them. 

Special attention is also devoted to the 
national kitchen planning contest now 
being conducted by Better Homes and 
Gardens, and to a contest conducted by 
the Red Star Milling Company, which 
offered five all-electric kitchens as prizes 
for the best essays on the value of its 
product. Thus both magazine and flour 
manufacturer not only capitalized on the 
nation-wide interest which the Kitchen 
Modernizing movement has aroused, but 
have contributed materially to publicizing 
it still further. 





55 YEARS UTILITY 
SERVICE SPURS ONE- 
DAY RANGE DRIVE 


WHEELING, W. Va—When John 
B. Garden, vice-president and general 
manager of the Wheeling Electric Com- 
pany, celebrated his 55th year of service 
with company recently—said to be a rec- 
ord for active service—a one-day range 
and water heater campaign was staged 
to commemorate the affair. Quota was 
set at 52 units—one for each year of Mr. 
Garden’s service. 

The boys got going at 6:30 in the 
morning, team s ings were posted at 
every hour throughout the day, and at a 
general meeting in ‘the evening, Mr. 
Garden was presented with contracts for 
102 units—almost double the quota set. 
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Can't sell refrigerators to the Eskimos, hey? Well, here's a couple at the 


Canadian National Exposition who were sufferin 


from the heat and missed their 


snow box outside the igloo. They bought on the first demonstration. It's all a 
matter of catching them at the right time, as Jerry Stedman would say. 








CO-OPS AND POWER COMPANY 
BATTLE IN RURAL OHIO 


Power Company Line Torn 
Down 


WASHINGTON, D. C.—Territorial 
disputes between public utility companies 
and rural electrification cooperatives in 
Ohio culminated in violence on September 
13 when a group of some 300 cooperative 
sympathizers tore down approximately a 
mile of line newly erected by the Lake 
Erie Power Company in Huron County. 
This, according to reports, had been 
hastily put up by a force of 90 company 
linemen to parallel a line staked out by 
the North Central Rural Electric Co- 
operative along which poles had already 
been distributed ready for erection. Its 
effect, it is charged, would have been to 
isolate 50 members of the cooperative. 

According to press reports the linemen 
were still at work when a group of about 
300 men, women and children started to 
pull the poles from the ground or chop 
them down with axes. One lineman was 
slightly injured when a pole was felled 
before he could climb down, and another 
was rescued by the sheriff after being 
marooned on a pole top for some time. 
One pole is said to have been dragged 
14 miles before being abandoned. 

Commenting on the situation, REA 
Administrator John M. Carmody stated 
that Ohio was one of the first states to 
take advantage of the federal lending 
plan for rural electrification projects. So 
far REA allotments there total $5,780,000 
for 5,780 miles of line to serve approx- 
imately 17,000 farms. 

“Most of the energy used to supply 
these REA farm customers,” continued 
Mr. Carmody, “is being purchased at 
wholesale from existing power companies 
operating in the various areas. This 
means, in effect, that without investing a 
dollar in distribution systems the existing 
power companies have been given a mar- 
ket for energy that they could not other- 
wise have got without making what the 
industry has said for years would be an 
unwise investment. 

“In spite of the fact that this market 
was taken to the power companies on a 
‘silver platter’ basis I have been informed 
repeatedly that they have gone out de- 
liberately in the areas where the farmers 
were building their own lines and have 
built what have been termed ‘spite lines’ 
to interfere with the farmers’ own 
projects. 

“Because we believe in local initiative, 
we have encouraged borrowers to under- 





take to work out these difficulties locally 
by negotiations, not by building spite 
lines—or tearing them down. Borrowers 
had represented to us that the power com- 
panies do not respond to these local 
appeals. 

“When this ‘spite line’ situation was 
called to my attention by a telegram 
from the borrowers, a few days ago, I 
urged them again to try to work this 
matter out locally. I am sorry they do 
not appear to have succeeded. 

“I cannot believe that the best interests 
of stockholders in any company will be 
served by high-pressure methods of forc- 
ing people to accept service they do not 
want.” 





NEW ENGLAND HAS 
INDEPENDENT KITCHEN 
PLANNING INSTITUTE 


SPRINGFIELD, MASS.—The Kit- 
chen Institute of New England, started 
by Don Breckenridge of Breckenridge, 
Inc., G-E distributor for the territory, has 
been taken over by Donald S. Gilman, ar- 
chitect and kitchen specialist, and will 
function from now on as a planning and 
consultation service independent of any 
sales connection. 

Dealers, distributors and power com- 
panies in the New England area have, in 
the Institute a kitchen planning service 
ready-made. In Mr. Gilman’s own words 
“ .. any appliance dealer, regardless of 
affiliation may now, by filling out a survey 
sheet and specifying the model of the 
appliance he desires shown in the model 
kitchen, have access to the service of the 
Kitchen Planning Institute. This permits 
the dealer to show, if he desires, a range 
by one company, a dishwasher by another 
and a refrigerator by a third.” 

Mr. Gilman has designed over a thousand 
kitchens for such companies as Connecticut 
Light & Power, Public Service of New 
Hampshire, Central Mass. Electric and 
many others. The service of the Institute 
includes cooperating with the concerns 
using its services by returning a colored 
perspective drawing mounted and wrapped 
in transparent protectoid, plus a blue-print 
copy within a few days of the receipt 
of the rough plan. The charge per draw- 
ing is 
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€VERHOT Automatic ROASTER-COOKER 


Greatest electric cooker value on the market. 
More features for the user. More features to 
sell. A few are highlighted in accompanving 
illustration. Many others. Perfect browning. 


Efficient broiling (with extra broiler attachment). 
Choice of enameled or aluminum pans. Matched 
all-metal table supplied for special promotion 
—deals to retail $28.95 to $29.95. 
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© Greatest heater val- 
we on market. Large 
package. Beautiful- 
ly styled. Choice of 
two colors — brown 
and cream. Light 
weioht for easy por- 
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peal to women. if 
there’s a SANTA 
among heaters, this 
A, | is IT. Sates helps 


A. ; 
HEATS ENTIRE ROOM b~4 y ~ Ae — 


THE SWARTZBAUGH MANUFACTURING CO. 
TOLEDO, OHIO, U.S. A. Est. 1884 


Chicago Office: 1498 Merchandise Mart New York Office: 200 Fifth Ave. 








California Sales Offices: D. E. SANFORD CO.—Los Angeles, 656, S. Los Angeles St., San Francisco, 
937 Howard St., Northwest Sales Office: D. E. SANFORD CO.—Terminal Sales Bidg., Seattle, Wash. | 
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The very latest in kitchen design is the promise made of the new model kitchen 
recently installed by Meier & Frank of Portland, Oregon in its major appliance 


department. 


The kitchen is located in the corner, with glass tile and concealed 


lighting suggesting modern designing. The new kitchen will eventually become 
headquarters for Miss Irene Kerr, home service director of the Meier & Frank 
Company. 


Western 


The $25 trade-in allowance for an 
old range in Spokane, Wash., was 
extended for three weeks from the 
announced time of closing and would 
terminate on July 3, according to 
a recent announcement in local dealer 
advertising. 

x * * 

Two major appliances at once for 
no cash payment down and terms 
as low as 17 cents per day were 
recently advertised by the appliance 
department of The Pratt Furniture 
Company of Spokane, Wash. They 
feature Norge equipment. 

* *k * 


“Phone for a home demonstration,” 
urges the Public Service Company of 


Colorado, advertising electric wash- 
ers at $5 down and_ $2.65 per month. 
= -# 

Announcing the regular “2 to 4 


p.m. every Tuesday” Houseparty pro- 
gram held at the Palomar auditorium, 
the Bureau of Power and Light of 
Los Angeles advertised the giving 
away of an electric range and “60 
other surPRIZES.” The program 
is staged by sixteen radio stars and 
represents the guests and neighbors 
at a house party, all of whom gather 


in the kitchen to learn cooking 
secrets from Chef Charley Schaar- 
schmidt. Part of the program is 


| broadcast over station KHJ. 


* * * 


The Z C M I of Salt Lake City re- 
cently announced a special on vacuum 
cleaners, with a $17 trade-in value 
for your old cleaner and a free trial 
in the home on request. 

Grunbaum Bros. of Seattle, which 
has always maintained a policy of 
no down payment necessary and no 
interest charge for its regular cus- 
tomers, has broken its rule of not 
advertising this fact in its specially 
featured “Anniversary Sale.” Freight 
to any shipping point in Washington 
on purchases of over $5, liberal trade- 
in allowances, and free fire insurance 
on budget purchases are other in- 
nana being featured for this 
sale. 


OCTOBER, 


NEWS FLASHES 


Among the companies to join in 
the general June promotion of elec- 
tric roasters is the Utah Power and 
Light Company of Salt Lake, which 
advertises “See your dealer” or the 
power company. 

* # « 


“The time is here when lack-of air 
conditioning rates a home” says the 
San Joaquin Service advertisement 
in a Fresno, Calif., Newspaper. 

* ok Ok 


Sponsored by the Spokane Better 
Housing Committee was “Budget 
House,” a small model home recently 
displayed for a brief time in Spokane. 
The house was privately owned and 
constructed by a newly wed couple who 
consulted with the Committee in its 
construction and consented to _ its 
public display. An event was made 
of the opening by wrapping the house 
in red cellophane on the Saturday 
night preceding its opening, finishing 
the effect by tying a wide blue rib- 
bon about the package. This cere- 
mony was carried out in a glare of 
searchlights and was witnessed by 
crowds of automobilists. On _ the 
first day of the opening the package 
was duly unwrapped by the presi- 
dent of the Spokane Chamber of 
Commerce by tearing an opening for 
the door through the cellophane. It 
was estimated that fully 2,000 people 
visited th® house on the first day of 
its showing. The house has but 
four rooms and cost under $3,000 to 
construct. The kitchen is furnished 
with both electric range and electric 
water heater. 

- &-@ 


The week of June 21 to 26 was des- 
ignated by Mayor J. F. Dore of 
Seattle, Wash., as “Power Week.” 
The purpose of the event, he stated 
was to call the attention of the na- 
tion to “Seattle, as the Hub City of 
the state that has one-fifth of the 
nation’s potential power.” This was 
done by displays of electrical equip- 
ment and programs by private groups 
and firms. The WPA theater ad- 
ministration during this week pre- 
sented a play called “Power” at the 
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Metropolitan Theater, a drama giv- 
ing the history of electrical power 
in the United States. 


* * * 


In line with its usual program of 
featuring some special purchase as a 
means of stimulating summer sales, 
Barker Bros. of Los Angeles recently 
offered two models of “a nationally- 
known make” of refrigerator, re- 
named “Invincible” for the sale, at 
$129.50 for a $159.50 box and $179.50 
for a $219.50 size. Last year models. 


a 


A small down payment and no 
other charge until September on the 
purchase of an oil burner or stoker 
stimulates sales of this equipment for 
the Tull & Gibbs Company of 
Spokane. 


* * * 


H. E. Saviers & Son of Reno, 
Nevada, have decided that air con- 
ditioning is the next field which of- 
fers an attractive opportunity to the 
dealer—and they are going into this 
service, adding a staff of engineers 
to their organization to handle heat- 
ing and cooling problems, both com- 
mercial and domestic. 


» ¢ 6 


Utah Power and Light Home Serv- 
ice Girls fre enthusiastically con- 
ducting a “Bread and Butter Cam- 
paign,” involving a_ sales. contest 
with prizes awarded for the best 
record among the girls for the sale 
of small appliances. For some time 
now the girls have been doing actual 
selling as well as home demonstrat- 
ing of small equipment. Miss Nancy 
Finch, head of the department, says 
that she finds that this selling practice 
helps the girls in their demonstrat- 
ing work by teaching them the points 
in which the customer is genuinely 
interested. They do not attempt to 
sell the larger appliances, but are 
given credit for leads passed over to 
dealers and regular salesmen. 


* * * 


Electrical Gift Month with the 
Rocky Mountain Electrical League 
brought out some unusual promotion 
stunts during June. June wedding 
anniversaries, as well as June weddings 
were made the theme of advertising. 
Public weddings as features of elec- 
trical appliance shows were popular, 
with the couple receiving electrical 
gifts as a reward for their participation. 
The Denver branch staged a model 
electrical gift shower and bridal re- 
ception. One of the employees of the 
Public Service Company, who was her- 
self to be a June bride, was hostess at 
this event, wearing the gown she was 
to wear at her own wedding. 


* * *& 


New local groups functioning under 
the Rocky Mountain Electrical League 
have been formed in Pueblo, Colo., Al- 
buquerque, Carlsbad, Santa Fe and 
Roswell, New Mexico. 


* * * 


Purchase of the Woolwine Metal 
Products Company of Los Angeles by 
K. T. Norris has been announced, the 
new firm to operate under the name of 
the Woolwine, Norris Corporation. 
Electrical ranges, water heaters and 
other metal articles are among the 
principal products manufactured. 


* * * 


Several electrical appliance firms and 
three air conditioning companies are 
included among the Phoenix, Arizona, 
dealers in building supplies who unite 
in advertising attractive small homes. 
An architect’s sketch and floor plan 
are shown, together with the amount 
per month required under the F.H.A. 
plan to build the home, with 20 years 
to pay. 





L. Schoenfeld & Sons of Tacoma, 
Wash., have concentrated their elec- 
trical appliance departments in an “ap- 
pliance floor,” which occupies the 
ground space of the building adjoining 
the main store. 

e+ 2 


Recent guest in San Francisco was 
Marion Keifer Chisholm. Mrs. Chis- 
holm has made a name for herself in 
Shanghai, China, as director of adver- 
tising and publicity for the Shanghai 
Power Company. 


* * * 


Here are some changes in the Utah 
district indicative of prosperous times, 
as reported by the Electro Dealer of 
The Utah Power and Light Company; 
Los Gables Appliance Company of 
Salt Lake City to open a second store; 
Sterling Furniture and Appliance Com- 
pany of Salt Lake opens a Sugar House 
district branch and contemplates a fur- 
ther expansion in Idaho and Utah ter- 
ritories; Kenneth E. Smith is propri- 
etor of a new electric business in the 
Sugar House District of Salt Lake; the 
Felt Radio Company has moved into 
new quarters; Morgans, Inc. of Dow- 
new, Idaho, has remodelled and is do- 
ing a prosperous business in refriger- 
ators and water heaters; the Nye Phar- 
macy of Lava, Idaho, has moved into 
new quarters and boasts a complete 
electrical department; the Tooele Mer- 
cantile Company of Tooele, Utah, es- 
tablished an_ electrical department, 
starting it off with a cooking school. 
And the Utah Power and Light Com- 
pany last year won the George E. 
Hughes Award for doing the best job 
of the country in selling electric 
ranges. 

* * * 


Latest figures released by the Bureau 
of Power and Light of Los Angeles 
show that electric range installations 
for the first quarter of 1937 were 127.4 
per cent over the similar period for 
last year, and electric water heater in- 
stallations up 134.1 per cent. 


* * * 

The B. C. Electric’s “Coronation 
Derby” showed sales for May of 
$110,279 representing 122.5 per cent of 
quota. A total of 699 prospects was 
turned in by employees other than the 
salesmen during this campaign. Along 
with the cash prizes went awards of 
titles for the highest achievement 
among salesmen, from “King Sellem,” 
with 419.4 per cent of personal quota, 
to “Baron Pumphandle,” the man who 
had done an outstanding job of water 
system selling. 


* * * 


One of the outstanding events of the 
year in Vancouver, B. C., is the B. C. 
Electric Employee’s Flower Show 
which is held annually in July in the 
company’s Granville Street auditorium. 
Employees furnish all of the garden 
exhibits for the show, which is widely 
attended and receives each year excel- 
lent publicity. 


* * * 


Seattle’s City Light announced ex- 
tension of its $10 offer for complete 
range wiring up to and including July 
10. * * * 

Open shelves indirectly illuminated 
and new display fixtures enabling in- 
dividual groupings for each type of 
equipment are part of the remodelling 
work which has been going on at 
Schoenfeld’s Seattle store. The work 
was nearing completion with the first 
of July. 

* * * 

Continuing advertising which shows 
actual results from the use of Westing- 
house refrigerators in Salt Lake homes 
is a half-page ad in a recent Sunday 
paper indicating that at cost of 
20.1 kw.-hr. per month (60 cents at a 
3 cent rate), an actual saving in food 
stuffs was reported which would 
amount to $91 in a year’s time. The 
box was of the 6-cu.ft. size and the 
unit operated but 11.2 per cent of the 
time. Tests were certified before a 
notary public. 
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BLACKSTONE 


GIVES YOU WHAT IT TAKES 
TO BUILD REAL SALES VOLUME 


There are many things which account for the tremendous sales success 
of Blackstone—a success which again this year is smashing all records. 
Eye appeal is one thing. Exclusive features like the : Blackstone 
Hydractor and Econo-gauge are others. And Blackstone's universal 
reputation for high quality and trouble-free performance, are not the 
least of these. 


But the average dealer needs something beyond the product itself to 
turn potential customers into Washing Machine buyers. Blackstone 
provides that something to every franchised Blackstone dealer just as 
tangibly as it delivers the crated Washing Machine. That something 
consists of sales tools that really sell: training courses, for instance, 
for dealers’ salesmen—not built around vague theory, but gathered 
from the laboratory of 
actual successful practice 
loaded with dynamic sell- 
ing ideas, many of them 
entirely new. And so, down 
the line, you'll find Black- 
stone provides all the 
things that dealers need 
to help them with their 
selling. | 





' THERE’S A SHORT CUT TO 
EASY, PERFECT IRONING 


The Blackstone Iron- 
er for 1937 is “tops”, 
too—the perfect part- 
ner for the new Black- 
stone Washer. Now 
your ironing goes 
easily, quickly. You 
sit restfully—the iron- 
er does all the work. 





A phone call, telegram or 
letter will bring the whole 
Blackstone story. 


BLACKSTONE MANUFACTURING CO. INC., Jamestown, N. Y. 
DIVISION OF JAMESTOWN METAL EQUIPMENT CO., INC. 


—\ an 
BLACKSTONE 


WASHERS — IRONERS on 


















BLACKSTONE WASHERS HAVE BEEN MADE CONTINUOUSLY FOR 66 YEARS 
BY AMERICA’S OLDEST WASHING MACHINE MANUFACTURER © ‘ 
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TrSy. In a flash, it’s out of 
e freezing compartment, 
because Presto Tray’s 
Magic Finish does not 
stick. Then a slight pres- 
sure on its patented con- 
tour pops out a rubber 
igridful of ice cubes... in- 
\stantly, ready for use...one 
or a dozen as (and when) 
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A Straight Course to Smooth Sales! 


It takes more than talk about high- 
speed freezing and split second re- 
lease to get the nod of approval from 
today’s refrigerator buyers... and 
Presto Tray steers a straight course 
to smooth sales. That's why leading 
salesmen demonstrate the utter sim- 
plicity with which the Magic Finish 
Presto Tray of Patented Contour 
gives ice cubes instantly... full- 
sized, cold and dry without melted or 
wasted cubes. For easier sales, insist 
that your refrigerators come factory 
equipped with Presto Tray—and give 
your customers all the advantages 


THE 
MAGIC FINISH 
PATENTED CONTOUR 


Presto 


Tray 


WITH RUBBER GRID 


* of a fast freezing metal tray plus all 


the conveniences of a rubber grid. 


INLAND MFG. DIVISION 
General Motors Corporation, Dayton, Ohio 


WAAL TAPRELIRY RIS TINS 





Patent Pending 
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A $19.95 electric roaster was given 
free by Breuner’s of Sacramento, Cal- 
ifornia with the sale of every dining 
room suite. 


* * * 


Use of an electrified insect trap on 
a Walla Walla, Washington, farm is 
reported by the rural representative of 
the Pacific Power and Light Company 
in that district to have reduced corn 
worms on a 5-acre tract to 2 per cent, 
as against 60 per cent last season. The 
trap uses a 200-watt light and costs 
about 45 cents to operate for about a 
month. It is burned from dusk. to 
midnight when the temperature is 70 
degrees or warmer at the time the corn 
ears begin to show silk. The equip- 
ment costs about $5 and an equal 


| amount to install. 


* * * 


Auto camps have proved to be good 
prospects for electric water heaters, as 
reported by salesmen of the Pacific 
Power and Light Company from the 
Hood River district. At least three 
camps have recently installed electric 
automatic equipment. 

The Yakima Homecraft Club has 
again held an exhibit in the power com- 


| pany’s offices at Yakima, Wash., with 








some 250 products from the use of 
home woodworking equipment on dis- 
play. The offices were kept open 
evenings during this period in order 
to permit the attendance of those who 
could not get away during the day. 
Over forty prizes donated by local 
lumber, hardware and electrical deal- 
ers, were presented to exhibitors or 
awarded as door prizes during the 
progress of the show. 

* * * 

A system average of over 1400 
kw.-hr. per domestic customer as of 
March 31 was reported by the Pacific 
Power and Light Company. The ex- 
act figure was 1406 kw.-hr. Domestic 
appliance sales for the first quarter of 
the year averaged $1.97 per customer. 


” * * 


An X-ray machine is now used by 
California orange growers to separate 
good from frozen fruit, thus saving a 
lot of fruit which otherwise could not 
have been marketed because of a doubt 
as to its soundness. 


* * * 


Washer and ironer demonstrations 
given in the rear of the store have 
brought good results to the Gilner 
Electric Company of Salt Lake City. 
As many as 50 women have sometimes 
attended these events. 





“Friendly Doors” is the sign on the 
outer doors of the Boyle Furniture 
Company of Ogden, Utah—and friendly 
signs are used throughout the store. 
The manager’s office, for instance, in 
place of the usual “Private” warning, 
has a glass plate which reads “Wel- 
come.” In line with this friendly pol- 
icy are the occasional ice cream parties 
advertising electric refrigerators which 
the store stages in the summer months. 
On such occasions emphasis is upon 
hospitality and good will—although 
it may be reported that an effective 
number of live prospects are secured 
at every such event. 


x* * * 


Seen on the roads of Oregon—a 
travelling radio repair shop in the 
form of a truck with a California li- 
cense. Evidently designed to go from 
door to door in the rural districts, 
finding radio sets which need doctoring 
and rendering first aid on the spot. 


* * * 


The Puget Sound Power and Light 
Company recently sold a large office 
relighting job as a direct result of a 
thorough home lighting installation 
having been made in the customer’s 
home first. 


* * * 


Home lighting campaigns, advises 
the Home Service Committee of the 
Residential Sales Bureau of the North- 
west Electric Light and Power Asso- 
ciation, should set a quota of: 

L.E.S. portables—10 per cent of res- 
idential meters. 

Kitchen units—3 per cent of residen- 
tial meters. 

Pin-it-ups—5 per cent of residential 
meters. 


* * * 


Before building up its direct mail 
list, the Puget Sound Power and Light 
Company is classifying rural customers 
on cards. On one side is name, address, 
classification, renter or owner, acreage, 
number of stock and like remarks. On 
the other is a list of 33 electric appli- 
ances so arranged that by making an 
X opposite the application in ques- 
tion the rural representative can indi- 
cate whether the customer is now us- 
ing, is interested in, or should have 
this appliance. This makes not only 
a good mailing list, but an excellent 
basis for farm sales work. 





FISHING FOR QUOTAS 
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The fifth annual cruise to Bermuda, given G-E Air Conditioning star salesmen 
will get under way Jan. 5, 1938. Activity this year is in the form of a “master's 
fisherman contest''—the fish being weighed in sales profits. Sample catches are 
shown by W. A. Scherff, oil furnace division; J. J. Donovan, manager, G-E Air 
Conditioning; and C. H. Williams, gas furnace division. 
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How cheaper cuts of meat can be made 
as delicious as more expensive cuts; how 
milk won’t burn; how pans remain spot- 
less after use by employing a Westing- 
house Electric range is the essence of a 
series of newspaper advertisements run 
by the Washington Water Power Co., 
Spokane, Wash. 


* * * 


Fred Schoss, who recently opened a 
chain of electric stores at Ogden, Brigham 
and Tremonton, Utah, opened a fourth 
last month at Layton, Utah. His expan- 
sion warrants his judgment as seen by his 
sales sheet. 


* * * 


Things are looking promising for the 
new Gamble store opened a few weeks 
ago in St. Anthony, Utah, with H. C. 
“Herb” Briggs as proprietor. The first 
month he has shown sales of 18 radios as 
well as numerous other electrical appli- 
ances. Formerly he was with a Gamble 
store at Neche, North Dakota. 


* * * 


“Take the trouble to find customers 
and then treat them right, and good busi- 
ness is yours,” is the doctrine of Lee and 
LaVar Bevan, who are the manager and 
outside salesman, respectively, of the 
Tooele Hardware & Implement Co. of 
Tooele, Utah, who sold 12 refrigerators, 
a range, ironers, five washers and 30 hot- 
plates the last week in July. 


* * * 


Forty washers, 20 refrigerators, a range 
and numerous small appliances is not bad 
for a store which has been open only a 
matter of days. The DeLuxe Furniture 
& Appliance Store, Bingham, Utah, 
(L. G. Miller, D. A. Bigler and R. A. 
Broomhead, in charge) not only has set 
this pace but is increasing business each 
day. 

* * * 

July 15 saw a change in ownership of 
the Helper Furniture Store, Helper, 
Utah. Elmie Bernardi, for many years 
manager of the Eastern Utah Electric 
Co. at Price, Utah, has been named 
manager. This transfer marks one of 





the largest transactions in this territory 
for many years. 


* * * 


Miss Evelyn Hanson of Provo, Utah | 


Power & Light Co. demonstrator, has 
been holding afternoon instructive elec- 
tric cooking sessions—the first of their 
kind ever sponsored by the Price Relief 
Society at Price, Utah. Price women 
have turned out en masse and results are 
most gratifying. 


* * * 


A new All-Electric Home has been 
opened to the public in Preston, Idaho 
for the purpose of stimulating the sale of 
electrical appliances. The home is owned 
by R. R. Rowell, local utility manager, 
who believes that the way to sell a thing 
is to show it in operation. After a brief 
period of display, Mr. Rowell will occupy 
the home with his family, yet plans to 
have visiting hours each week for months 
to come. 

* * * 


_ One of the handsomest appliance stores 
in Los Angeles is the new store of 
Braverman Radio & Electric Co., 1570 
Sunset Blvd., Los Angeles, where sales 
are rolling high at this early date. They 
believe in catering to the “browse-around” 
trade with uncovered displays which the 
potential customer may handle. 


* * * 


The Western Electronic Corp., Los 
Angeles, an engineering and research 
organization, is pushing the application 
of the “electric eye” in all its phases. 
Its products are marketed through 
electric dealers and distributors who 


make the installations. 
* * * 


For a limited time Meier & Frank 
Co., Portland, Ore., are giving a $19.95 


Norge roaster with every purchase of a 
Norge washer. 
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When Appliances 
come up! 


Get the cream of the holiday business 


Sa, RIGHT NOW. 



























































appliance ‘business. Consumers are being bombarded with advertising and promo- 
tion of every kind. Never before have appliance buyers been so conscious of the 
lasting value of G-E products. And never before have retailers been so aware of 
the opportunity that is offered to sell G-E to a boom-time holiday trade. 


Start building up your holiday profits right now. Take the path of least resistance 
and plug G.E.— the name known the world over for quality appliances. Our distrib- 
utors and their salesmen are eager to co-operate in any way to help you make 1937 


a banner year. Let’s go! 
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WORKING 
TOGETHER 
FOR YOU 


For more than twenty-two years Sunlight motors and better washing machines 
have gone hand in hand. Through these years washing machine manufacturers 
have learned to look to Sunlight for honest construction, for progressive design, 
for reliable and economical performance. Appliance dealers have learned that 
Sunlight-powered washers mean freedom from warranty work and repairs... 
assure satisfied customers. Housewives, 
too; through long experience, know the 
dependability and economy of Sunlight 
motors. Sunlight Electrical Division, = 
General Motors Corp., Warren, Ohio. 


a ) 


¢ 
B? 


SUNLIGHT | 
MOTORS 


OCTOBER, 


Walter C. Ayres, one of the out- 
standing electric range men, is re- 
sponsible for the design of the latest 
Electromaster. 


KVI, pioneer Columbia Network sta- 
tion for the Pacific Northwest, opened 
August 26 with a 5,000-watt transmitter, 
with studios in the Olympic Hotel, 
Seattle, Wash. This installation adds 
thousands of miles of air coverage 
within and without the Seattle area 


which never before had such reception. 
x * * 


More than 200 EHFA dealers in the 
Los Angeles area are cashing in on 
“old stoves” by offering smart Wear- 
Ever aluminum ware (value $13.75) 
for any old stove turned in at the time 
of the purchase of an electric range. 
This is much more than would be re- 
ceived for a trade-in stove. 

* * * 


An Everhot or Westinghouse roaster 
(regular price $26.95) free with the pur- 
chase of a Stewart-Warner refrigerator 
is the inducement offered by Maxwell 
& Franks, Spokane, Wash., during Sep- 


tember. 
s @ 6 


Norge Appliance Company, Salt 
Lake City, Utah, is including a 53-piece 
set of china during a special Norge 


washer sale. 
* * 


With each heater or range sale is pre- 
sented a 32-piece set of dinnerware in 
Reeds RiteWay Stores which are lo- 
cated throughout Utah. 

“_ 


Demonstrations put on by the various 
chefs and cooking experts at a cooking 
school and exhibition held in the store of 
the Montana Hardware Co., Butte, 
Mont., have convinced attending audi- 
ences of the economy, safety and 
usefulness of the National Pressure 
Cooker. Not only have direct sales 
been satisfactory but the mail gives 
every evidence of excellent returns. 

* * * 


Sponsored by the Electric Appliance 
Society of Northern California, an elec- 
tric ironing machine campaign is under 
way. It will terminate October 25. A 
recent survey of P.G.&E. territory 
shows that approximately 50 per cent 
of the customers have washing ma- 
chines and only 7 per cent have ironers. 
Intensive sales work is planned to rem- 
edy this situation. The campaign is 
supported by newspaper advertising, 
billboards, bill stickers, radio, news 
items in newspapers, cooperative dis- 
plays in P.G.&E. offices, many of them 
having demonstrators in attendance. An 
expenditure of some $27,000 is being made 
by the P.G.&E. and the Electric Appliance 
Society. Many dealers are pushing this 
program with their advertising. The 
slogan is “Take the Irk from Laundry 
Work.” Coupons worth five dollars are 
given with the purchase of any new ironer 
priced at $69.50 or more, 
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HERE'S THE BET 


If you are now a salesman, calling on the 
trade or public, and earning more than 
$2,000 a year, will you bet $4 that you can 
increase your earnings at least $1,000 within 
twelve months? 


HOW THE BET WORKS 


You deposit $4 with us, stating exactly 
what you earned as a salesman during the 
last twelve months. We send you “The Knack 
of Selling More”—a set of simple, tested, 
proved successful rules, together with 276 
specific examples from 89 different lines of 
business showing how you can apply them 
at once in your selling. If, at the end of 
twelve months of such application, your 
earnings as a salesman have not increased at 
least $1,000 over your previous year’s earn- 
ings as stated, simply return “The Knack of 
Selling More” and we will refund your $4. 


YOU CAN'T LOSE! 


You either gain $1,000 in earnings or you 
get back the $4. 


ih? 


WE CAN'T LOSE EITHER! 


We are confident we will keep the $4 be- 
cause any man now able to earn as much as 
$2,000 in personal selling has the potential, 
undeveloped ability to earn thousands more, 
and we KNOW that if you apply these rules 
you are bound to substantially increase your 
sales and your earnings. 


WE KNOW YOU CAN EARN MORE 
What is the difference between you and 

the salesman who earns $10,000? Not per- 

sonality, not pull, not an easier seller, but 


with Sporting Bloo 


51000 


or get Your Money Back 


only one thing: BETTER SELLING. These 
successful salesmen close deals which un- 
skilled salesmen lose, because they have the 
knack of selling more. 


Now their clever, skillful, practical meth- 
ods are open to you—in a simple form you 
can start using the very day you get it. This 
is no theory of an arm-chair sales manager; 
it’s for bare-fisted, hard-hitting selling. Real 
people, real situations, real solutions to real 
problems. Isn’t that the kind of help you 
want? Allright then, without the slightest 
risk— 


BET ON YOURSELF WITH THIS COUPON! 


I accept your challenge as to my ability to 
increase my earnings. I enclose remittance for 
$4.00. Send me “The Knack of Selling More.” 
I agree to learn and apply the rules promptly. 
If, at the end of twelve months, my earnings 
as a salesman have not increased at least $1,000 
over my actual last-year’s income as _ stated 
below, I may return “The Knack of Selling 
More” and upon my request, you will return 
the $4.00. 


PIP EEE EEE EEE EEE EET ETE 
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McGraw-Hill Book Co., Inc., 330 West 42nd St., New York City. 
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EFFICIENT 


EASY TO INSTALL 


Here is a Kitchen Vent Fan in big demand 
—has a 10-inch quiet type fan blade that 
removes cooking odors, steam, smoke, and 
excessive heat quickly and quietly. Avail- 
able for A. C. or D. C. current; A. C. type is 
non-radio interfering. 
and shutters are controlled by opening and 
Opening the door starts 
the motor and opens the shutters. Closing 


closing the door. 


Built in kitchen Nl 
VENT FAN 


AUTOMATIC 






=| 
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Automatic switch 














A UNIQUE REFRIGERATOR 
INSTALLATION IN A TRAILER 


Those who don’t think electric refrig- 
erators are practical in trailers, should 
get a load of this installation made by 
Gibson. It’s a Schult trailer, owned by 
L. D. Abby, of Michigan’s highway de- 
partment. The refrigerator operates off 
city current, is built in and guarded with 


thick insulation. Less than 3-cubic-feet 
capacity, it has a 4 h.p. compressor and 
a freezing unit built entirely of copper. 
Thus small space, heavy-duty compressor 
and all-copper freezing compartment, 
combine for exceptionally fast freezing 
comforts of home on the highways. 








SMALL APPLIANCES ENJOY 
BIG INCREASE AT 
GEORGIA POWER 


ATLANTA, Ga.—Refrigerators, per- 


| colators, toasters and portable lamps en- 


joyed substantial sales increases during 
the first seven month of 1937, according to 
sales figures of the Georgia Power Com- 
pany, released recently. Sales drives on 
these items were chiefly responsible for 
the increases as ranges and water heaters 
fell off due to lack of intensive sales 
drives. 

Figures on Georgia Power appliances 


NEW EDITION 
OF "MEALS GO MODERN 
—ELECTRICALLY" 


NEW YORK—A second edition of its 
successful handbook of electric cookery, 
“Meals Go Modern—Electrically,” will be 
needed to fill present unfilled orders, the 
National Kitchen Modernizing Bureau 
announces. The new issue will be sent to 
press as soon as advance orders totalling 
100,000 copies have been received. 

The first edition of the book is ex- 
hausted. The entire total of 200,000 
copies has been distributed to customers 


SR a 


SRE FE 


the door stops the motor and closes the 
shutters. Attractive finish—inside and out- 


sales through July, 1937 as compared with 


; and prospects in 40 states and the District 
the same period last year are as follows: 


of Columbia by every type of organization 


. . . Appli 1937 1936 | interested in electrical merchandise pro- 
side frames are polished cast aluminum. gn" 3689 3901 | motion, PRIA 
. . ™~ ‘ > , epartment stores, mail order houses, 
Adjustable for wall thick- a. Sabian. aes oo electrical manufacturers and dealers, ' 
ness 7” to 13” — special Washer ................ 937 "934 | Electrical Leagues and at least 125 util- 


ity companies report successful use of the 
publication since it was issued in April. 


4 Ironer ..........ceeccee 185 199 
for walls 12 to 24 at Mazda a eer "280,712 244,209 











. —— Portable Lamp ........ 0.202 2 “Meals Go Modern—Electrically” has 
d fot co small additional cost. Health Lo Ricaceihin ™ 7 — proved invaluable as a door ra in p 
’ 1 il amas 535 32 | range campaigns. It has stimulated con- a 
gen ae an We ll gladly send you Water Pump ag bse aH oo sumer interest in all types of electrical 
details complete information (ETS a RR ae 305 380 | cookery appliances and has established a 
jete | Grill, Hot Plate ........ 510 509 | good record as a sales aid in the promo- 
P signo! upon request. | Ss) 2 eer 8,296 9,043 | tion of ranges and small appliances. f 
Heating Pad ........+0 590 587 
prices Percolator ............. 3,697 1,396 
gating FO?’ \ SIGNAL ELECTRIC MFG. CO. | fs AOR son | 
yen eat Menominee, Michigan if, 8 ere 987 754 FRIGIDAIRE IN RANGE BIZ 
sell th DAYTON—Frigidaire Division, Gen- 





eral Motors Corporation, has gone into 
production with a line of newly de- 
veloped electric ranges to be marketed 
nationally as an auxiliary to its electric 
refrigerators. Beginning of manufacture 
of ranges, national introduction of which 
will occur later this year, marks the 
pointment of Frank R. Stich as director | beginning of an expansion program of 
of public relations and advertising, with | General Motors into the home appliance 
Emilio Dosvernine Jr., assistant. field. 





Duro-Test 


Maxwell M. Bixlofsky, president of 
Duro-Test Corp., largest independent in- 
candescent lamp manufacturers in the 
United States, today announced the ap- 
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BIG ADVERTISING AND 
DEALER-AID PROGRAM 
FOR BENDIX 


SOUTH BEND, IND.—One of the 
most complete advertising campaigns and 
dealer-aid schedules ever devised in the 
electrical appliance business will be insti- 
tuted by Bendix Home Appliances, Inc., 
in its promotion of the new Bendix Home 
Laundry, William H. Leininger, adver- 
tising and sales promotion manager, an- 
nounced here September 25. 

Several hundred distributors, represent- 
ing the 48 states, concluded a two-day 
session of the first national sales con- 
vention of the Bendix Home Appliances 
Inc. 

Mr. Leininger will rely on every out- 
let for promoting the new Bendix 
product, which is the result of four years 
of laboratory research and experiment. 
National magazine advertising has been 
released and large newspaper ads in all 
key cities will follow. Deluxe booklets, 
animated displays, inside and outside 
Neon signs, dealer announcement ads, cut 
and mat service, contests, store and truck 
banners, laundry books, retail sales pre- 
sentation, cut-out displays, dramatic 
sketches, banners, used washer sales 
plans, envelope stuffers, decalcomanias, 
index and order forms for promotion 
material and dealer broadsides are some 
of the methods Mr. Leininger will utilize 
in bringing the Bendix Home Laundry 
before the public. 

A “plan book” that covers the entire 
dealer operation in the introducing, 
demonstrating, and selling of the Bendix 
Home Laundry, will be provided for 
the 3,000 dealers. The illustrated book, 
entitled “Show ’Em,” tells of the in- 
tensive research campaign conducted. 





NOVEMBER 8-9 SET FOR 
6th G-E MERCHANDIS- 
ING CLINIC 


CLEVELAND, OHIO—The sixth an- 
nual merchandising clinic on electric 
home appliances, sponsored by General 
Electric Company, will be held here at 
Nela Park, November 8 and 9. More 
than 200 top executives of furniture and 
department stores in various sections of 
the country are expected to attend. De- 
tails of the two-day program now are 
being arranged by A. M. Sweeney, re- 
frigeration sales manager; A. L. Pierce 
of General Electric’s merchandising di- 
vision, and Carl J. Ballus, in charge of 
department and furniture store activities 
for the company’s specialty appliance 
sales division. 

The first day will be devoted to pre- 
sentation of new products, including 
ranges, laundry and cleaning equipment, 
radio, heating devices, clocks, commer- 
cial refrigeration, lighting, domestic re- 
frigeration and unit kitchens. Advertis- 
ing and sales promotion, and campaigns 
planned for 1938 also will be outlined. 
The second day will be given over to 
general discussion of department and 
furniture store problems by department 
and furniture store executives. Ralph J. 
Cordiner, general manager of appliance 
sales, will summarize the first day’s pro- 
gram. 

Mr. Ballus has been connected with 
General Electric sales activities for a 
number of years. After 13 years with 
the new business department of the 
American Gas and Electric Company, in 
Scranton, Pa. and Canton, Ohio, he 
joined the Willis Company, then distribu- 
tors for General Electric refrigerators 
tor north-central Ohio. He was in charge 
of retail operations at Youngstown for 
several years, then of the retail organiza- 
tion of Electrical Housekeeping, Inc., 
Cleveland distributors, and later branch 
manager for General 
Corporation at Akron. He became affili- 
ated with the department store section 
of the specialty appliance sales division 
here last year. 
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THE ELECTRIC WARE 
BEAUTIFUL 


Twenty Million Housewives will see 
these Advertisements—and that’s 
a lot of Buying Power 


Leading women’s magazines with a com- 
bined circulation of over 20 million copies 
will carry extensive UNIVERSAL Fall 
and Christmas advertising. 


Tie-up with this campaign, make your 
store UNIVERSAL Headquarters and 
increase your sales of electric appliances 


during this big buying season. 


Check your UNIVERSAL stock NOW 
and ask us for sales helps such as circulars, 
window displays, banners and newspaper 


mats. 


Any. 
ster ARK 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONNECTICUT 
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I'll sell electrical equipment 
2) for you that you couldn’t sell 


without me. 








I know the people in your com- 
munity ... particularly those of moderate 
means who buy on the instalment plan. 


They know me, too, through extensive na- 
tional advertising of the service I render 
them, and through actual dealings with 
me in previous purchases of motor cars, re- 
{rigerators, ranges and other appliances. 


They like the way I've treated them. 
They’ll do business with me again. I can 
make them your customers. 


I know how to investigate their credit 
standing without offense or em- 
barrassment. 


I know the danger signals that 
warn of bad risks. I can protect 
you from them. 


COMMERCIAL CREDIT COMPANY 


COMMERCIAL BANKERS 
CONSOLIDATED CAPITAL 








SERVING MANUFACTURERS, DISTRIBUTORS AND DEALERS THROUGH 193 OFFICES IN THE UNITED STATES AND CANADA 


I know how to keep collections up to 
date and relieve you of the embarrass- 
ment of an occasional repossession, 
without losing you any of your cus- 
tomers’ good will. 


It's my business to know all these things 
and to employ them to your advantage. 


I'm the local manager of a Commercial 
Credit Company office. You can get in 
touch with me in any of 193 offices in 
the principal cities of the United States 
and Canada. When you adopt Commer- 
cial Credit Company financing 
for your time sales you get 100% 
cooperation from me on credit, 
collections and remittances. 


You can concentrate on selling. 


7? HEADQUARTERS: BALTIMORE 
AND SURPLUS $65,000,000 
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For 25 years with G-E, Paul B. 
Zimmerman goes to Norge as 


vice-president in charge of 
sales. 
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W. W. McBride is the new 
i southern branch manager for 
the Blackstone Mfg. Company. 


ee 


R. E. Whitney has been ap- 
pointed southern sales man- 
ager for Blackstone Mfg. Com- 
pany. 





For the past ten years with 
G-E, Ralph C. Cameron has 
aod f. s. 





it been appoi Id ap- 
pliance sales manager for Kel- 
vinator. 











John H. Knapp has been ap- 
pointed assistant to president 
Howard Blood of Norge Divi- 
sion, Borg-Warner Corp. 


H. F. McGrath has been ap- 
pointed department store 
supervisor of refrigerator sales 
for Westinghouse, 

















Rew Dasiticns cf the Mouth 








Norge 


Signaling a further step in Norge ad- 
vancement, Howard E. Blood, president, 
announces the promotion of John H. 
Knapp to the position of assistant to the 
president, a move undoubtedly designed to 
give Knapp more general management 
responsibility over Norge activities, re- 
leasing more of Blood’s time for his ex- 
panding functions as executive vice-presi- 
dent of the world-famed Borg-Warner 
Corporation with its internationally varied 
operations in the automotive, agricultural, 
marine and aviation fields as well as its 
leadership, through Norge and Detroit 
Vapor Stove divisions, in the household 
appliance markets. 

Simultaneously, Blood announced the 
appointment of Paul Zimmerman, for 25 
years with General Electric Company and 
since 1926 in charge of policy planning, 
sales management and operation for its 
varied appliance lines. Zimmerman has a 
particularly able record. In addition to his 
executive control of G.E. sales, he was a 
director of both the G.E. Supply Corpo- 
ration and the G.E. Contracts Corpora- 
tion. His appointment as vice-president 
in charge of sales for Norge is effective 
September Ist. 


Kelvinator 


To expand and intensify its activities in 
the household appliance field, Kelvinator 
has announced the appointment of Ralph C. 
Cameron as household appliance sales 
manager in charge of domestic refrigera- 
tors, electric ranges and water heaters, 
washing machines and ironers. 

In making the announcement Mr. Henry 
W. Burritt, vice-president in charge of 
sales for the Kelvinator Division of Nash- 





H. M. McGaughey has been 
named sales manager of Kel- 
vinator's Commercial Air Con- 
ditioning Department. 
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Kelvinator Corporation, indicated fhat this 
addition to the executive staff of Kelvinator 
has been made to keep pace with aug- 
mented activities in these fields. Each of 
the household appliances under Mr. 
Cameron’s direction will continue in the 
immediate charge of the present incum- 
bents. 

Mr. Cameron comes to Kelvinator with 
a background of wide experience in the 
appliance field and is favorably known 
throughout the entire country. 

For the past ten years Mr. Cameron 
has been active in the merchandising of 
appliances for the General Electric Com- 
pany. Starting as the operator of retail 
appliance stores, he was called upon to 
handle distributorships of major specialty 
appliances. His duties expanded to in- 
clude every phase of sales activities in- 
cluding sales planning, merchandising, 
sales promotion and field meetings. 

More recently Mr. Cameron has been 
assistant manager of all the Specialty 
Appliance Sales of General Electric. 


Kelvinator (Commercial) 


Increased volume of Kelvinator com- 
mercial business in the eastern territory is 
responsible for three major personnel 
changes effective this month, according to 
J. A. Harlan, commercial manager for 
Kelvinator Division of Nash-Kelvinator 
Corporation. 

Part of the commercial territory pre- 
viously directed from the New York office 
will be assigned to a new division, head- 
quarters of which have not been an- 
nounced. This new division will be man- 
aged by L. T. M. Ralston, New York 
divisional manager since July, 1936. Mr. 
Ralston became associated with the air 
conditioning department of Kelvinator in 





J. K. Knighton has been named 
eastern sales manager of Kel- 
vinator's Commercial Division 
with headquarters in New York. 








J. M. McKibben is the new 
advertising and sales promo- 
tion manager for the Appara- 
tus division of Westinghouse. 


E. R. Berkeley has been ap- 
pointed district manager for 
Leonard in Michigan, Ohio 
and Indiana. 





by if , es | 
W. G. Harveycutter has been 


appointed southern district 
manager for Leonard. 





New York division manager for 
Kelvinator commercial equip- 
ment, L. T. M. Ralston will 
head new division to be an- 
nounced. 
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WORKING MACHINES 





ef 


sete PUMPS 


STOKERS 











WATER PUMPS 





REFRIGERATORS 


© win and hold customers your 
V belts must fit. Goodyear Frac- 
tional Horsepower V Belts do fit 
because there is a special size correctly 
designed for every standard make and 
model of popular appliance. Over 200 
different sizes in all—each one exactly 
right in length and cross section! 


Remember, tests prove the Goodyear- 
perfected, high tensile, endless cord 
construction gives far longer life with 
practically no stretch — insuring cus- 
tomer satisfaction and repeat sales. 


Remember, too, every one bears “the 
greatest name in rubber” — the 
guarantee of highest quality in belt- 
ing. And with every standard Goodyear 
assortment you are furnished with a 
handsome three-color metal display 
rack — a real sales maker. 


Call your jobber today for prices and 
our Handy Application Guide — or 
write Goodyear, Akron, Ohio, or Los 


Angeles, California. 
* 


BIGGER PROFITS ON WASHING MACHINE 
WRINGER ROLLS FOR YOU! 


Goodyear Universal Wash- 
ing Machine Wringer Rolls 
eliminate carrying a large 


eC 


stock of made-up rolls, in- 
crease turnoverand profit. 
Made in six standard diam. 
eters with extra rubber 
and shaft length that can be quickly cut to fit any wringer 
with GoodyearCombination Milling Machine. Write for data. 





THE GREATEST 


UUs TEA 


FRACTIONAL HORSEPOWER ENDLESS CORD V BELTS 
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E. F. Jeffe has been elected a com- 
mercial vice president of Brooklyn 
dison Co. 


March of last year, after previous experi- 
ence as consulting engineer in New York 
for the Chrysler Builéfing. 

J. K. Knighton, formerly sales man- 
ager of the Commercial Air Conditioning 
Department in Detroit, replaces Mr. Rals- 
ton in New York and assumes the title 
of eastern sales manager of the Com 
mercial Division. Mr. Knighton has had 
extensive sales experience in the commer- 
cial field and since 1933 has been asso- 
ciated with Kelviuator in charge of com- 
mercial air conditioning. 

H. M. McGaughey, until recently assist- 
ant sales manager of the Commercial Air 
Conditioning Department in Detroit, has 
been promoted to the position of sales 
manager of the Commercial Air Condi- 
tioning Department. Mr. McGaughey 
came to Kelvinator in 1930 after serving 
in managerial capacities with refrigeration 
concerns of Illinois and Indiana. 


Blackstone 


The Blackstone Manufacturing Co. 
Inc., of Jamestown, N. Y. announce the 
appointment of R. E. Whitney as south- 
ern sales manager. For the past eleven 
years, Mr. Whitney has been with the 
Maytag Company as regional sales man- 
ager for Central and Southern New York 
State and upper Pennsylvania. 

Mr. Whitney will make Richmond, 
Va. his headquarters and will supervise 
Blackstone sales in the south eastern 
states. 

W. W. McBride joins the organiza- 
tion of the Blackstone Manufacturing 
Co., Inc. of Jamestown, N. Y. as south- 
ern branch manager. Mr. McBride has 
been identified with the washing machine 
industry for the past thirteen years and 
is well-known, and well-liked, throughout 
the southern territory. 


Brooklyn Edison 


E. F. Jeffe, vice president of the Con- 
solidated Edison Company of New York 
has been elected a vice president of both 
the Brooklyn Edison Company and the 
New York & Queens Electric Light & 
Power Company. Mr. Jeffe will be in 
charge of sales. 


Penn Electric 


R. H. Luscomber, sales manager, Penn 
Electric Switch Co., Goshen, Indiana, has 
announced the appointment of M. Parcaro 
as manager of Penn’s New York office. 

Mr. Parcaro was connected with Car- 
rier Engineering Corporation, Newark, 
New Jersey, for 13 years prior to joining 
Penn Electric. In that connection he was 
engaged in design and research work and 
had served for a number of years as con- 
trol engineer for the Carrier organization. 
He was active in the design of standard 
and special control systems for Carrier, 
as well as designing all special applica- 
tions. 








Walter Thompson has been appointed 
director of utility sales for West- 
inghouse. 


Leonard 


Announcement has been made by R. I. 
Petrie, sales manager of the Leonard 
Division of Nash-Kelvinator Corp., of the 
appointment of W. G. Harveycutter as 
district manager for the Southern ter- 
ritory to contact distributors handling 
Leonard electric refrigerators. 

During the past three years, Mr. 
Harveycutter has been United States gov- 
ernment representative at Washington 
for Leonard. He first joined the Cor- 
poration in 1930 as a special field repre- 
sentative, after having been general man- 
ager for distributor at Roanoke, Va., for 
two years. 

In his new position, Mr. Harveycutter 
will contact Leonard refrigerator dis- 
tributors in Alabama, Georgia, Florida, 
Louisiana, Tennessee and North Caro- 
lina. 


Leonard 


Appointment of Elwood R. Berkeley as 
district manager for Michigan, Ohio and 
Indiana to contact distributors handling 
Leonard electric refrigerators has been 
announced by R. I. Petrie, sales manager 
for the Leonard Division, Nash-Kelvi- 
nator Corporation. 

After five years of experience in mer- 
chandising electrical appliances with the 
Hecht Company in Washington, D. C., as 
merchandising manager, Mr. Berkeley 
joined the Leonard organization a year 
ago as head of the Merchandising division. 


Westinghouse 


Walter Thompson has been appointed 
director of utility sales for the Merchan- 
dising Division of Westinghouse Electric 
& Manufacturing Company, Mansfield, 
Ohio, according to an anouncement made 
by R. E. Imhoff, sales manager of the 
Merchandising Division. 

Mr. Thompson brings to Westinghouse 
a wealth of experience having identified 
himself all his life in the electrical field 
in many and varied positions. His pres- 
ent position entails general supervision of 
all utility sales work for the merchan- 
dising division. 

Born in York, Pennsylvania, December 
20, 1889, he attended the primary school 
and high school in York. He obtained his 
engineering degree from the Sheffield 
Scientific School of Yale University in 
1912, after matriculating at George Wash- 
ington University, Washington, D. C. 
His first job was with the Edison Lamp 
Works at Harrison, New Jersey, which 
organization he joined in 1912. From 1926 
to 1930 he was assistant general sales 
manager. 

In January 1930 he joined the newly 
formed R.C.A. Radiatron Company, Inc., 
of Harrison, as manager of sales opera- 
tions, becoming New York district man- 
ager of the combined R.C.A. Radiatron 
Company and E. T. Cunningham, Inc. in 
1933. In 1934 he was appointed Eastern 
sales manager of the R.C.A. Manufactur- 
ing Company—Radiatron Division, Cam- 
den, New Jersey from which connection 
he came to the Westinghouse Company. 
Mr. Thompson will be located at the mer- 
chandising headquarters office in Mans- 
field, Ohio. 
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M. Parcaro has been named manager 
of Penn Electric's New York office 


Westinghouse 


H. F. MacGrath has been appointed 
department store supervisor of Household 
Refrigeration Sales for the Merchandising 
Division of the Westinghouse Electric & 
Manufacturing Company, according to an 
announcement made by R. C. Cosgrove, 
manager of Westinghouse Household Re- 
frigeration Sales. 

Mr. MacGrath brings to Westinghouse 
a wealth of experience from the wide and 
varied positions held in the refrigeration 
field. His present work will consist of 
general supervision of sales and contact 
of department stores, throughout the 
country. 

He was born in Syracuse, New York. 
In 1921 he formed one of the first re- 
frigeration distributorships in the eastern 
territory. Five years later he became dis- 
trict sales manager of the Seeger Re- 
frigeration Company, which position he 
held until 1931 when he became Man- 
ager of the Cabinet Contract Department 
of the Kelvinator Corporation. In 1934 
he formed the Major Appliance Corpora- 
tion, a Chicago Sear’s Operation, selling 
Department Stores and Furniture Ac- 
counts. From 1936 to the appointment to 
his present position he has been eastern 
sales manager for the Universal Cooler 
Corporation. 

Mr. MacGrath will maintain his office 
at the Westinghouse Merchandising Divi- 
sion headquarters at Mansfield, Ohio. 


Westinghouse 


J.. M. McKibbin, Jr., associated with 

the Westinghouse Electric & Manufactur- 
ing Company since 1922, has been ap- 
pointed Apparatus advertising and sales 
promotion manager of the Company. The 
appointment is announced by S. D. 
Mahan, general advertising manager. 
_ Mr. McKibbin has served Westinghouse 
in various advertising sales promotion and 
industrial sales capacities since he joined 
the Company. 


Grunow 


Ralph J. Orner has just been named 
chief radio engineer by W. C. Grunow, 
chairman of the board of General House- 
hold Utilities Company, taking over part 
of the duties formerly handled by M. W. 
Kenney. The appointment of Henry W. 
Faulstich as chief of its refrigerator engi- 
neering staff is announced by General 
Household Utilities Company. Mr. Faul- 
stich has been with the Grunow organ- 
ization since 1932, when he was placed 
in charge of inspection of cabinets at De- 
troit, later being chief inspector of the 
company’s huge Crawford Avenue plant 
in Chicago, and, more recently, service 
manager. 


Cutler-Hammer 


Cutler-Hammer, Inc. announces the ap- 
pointment of Joseph Gardberg as Man- 
ager of their new office in New Orleans, 
Louisiana. 

The new office, which will open Sep- 
tember 1, will be located at 539 Gravier 
Street. The office will operate under the 
jurisdiction of Mr. C. Gibson of 
Cutler-Hammer’s Atlanta office. 








James Hitchcock takes care of Cen- 
tral Northwest for Horton from now 
on 


Cutler-Hammer 


The appointment of Mr. W. E. Rags- 
dale as manager of their Dallas, Texas, 
office is announced by Cutler-Hammer, 
Inc., Milwaukee, manufacturers of electric 
apparatus. 

Located at 624 Santa Fe Building, the 
Dallas office is under the jurisdiction of 
Mr. Booth. 


Crosley 


Samuel A. Wallace of Atlanta, Ga., has 
been named district manager for parts of 
North Carolina, Tennessee, Virginia and 
Kentucky, Thomas W. Berger, general 
sales manager, Crosley Radio Corporation, 
announces. 

Mr. Wallace has had a number of years 
experience in the distribution of radios, re- 
frigerators and other household appli- 
ances. 


Cooper-Louisville 


John J. Crider, associated with the 
Cooper-Louisville Co. for the past 8 years 
as special sales representative for Crosley 
products in the Bluegrass district of Ken- 
tucky, has been elected vice-president and 
director of the Cooper-Louisville Co. Mr. 
Crider had made an outstanding record in 
every capacity in which he had been 
placed and steadily increased his volume 
of business. 


Horton 


James Hitchcock has recently been 
added to the sales organization of the 
Horton Manufacturing Company, Fort 
Wayne, Indiana, makers of Horton wash- 
ers and ironers. Mr. Hitchcock will 
maintain headquarters in Minneapolis and 
have charge of the Central Northwest 
territory. 

Hitchcock’s first experience in the spe- 
cialty line was with Atwater Kent Manu- 
facturing Company. From Atwater Kent 
he went to Philco, first as advertising and 
promotion manager of the Battery Divi- 
sion and then as sales manager of the 
automobile battery division. 

Just prior to joining with Horton he 
was sales manager, Appliance Division of 
the Dichel Distributing Company of 
Philadelphia. 


Whiting Stoker 


Richard F. Gray has joined the Stoker 
Division of the Whiting Corporation as 
special factory representative to assist 
Whiting distributors and dealers. 

Mr. Gray is president of an air condi- 
tioning and sheet metal contracting firm 
bearing his name in Evanston, Ill. He 
studied advanced combustion engineering 
at Hays Institute, refrigeration engineer- 
ing at Pennsylvania State College and air 
conditioning at Rutgers University. 

He is a member of the American Soci- 
ety of Heating and Ventilating Engineers, 
and has been formerly employed as dis- 
trict representative of the Iron Fireman 
Manufacturing Co. and assistant regional 
director for Carrier Engineering Corpo- 
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from the 


OPULARITY 


of the new 





WASHER > IRONER LINE 





@ Meadows dealers everywhere are enthusiastic about the new 
Meadows Washer and Ironer Line. The many exclusive features 
are proving to be powerful sales advantages over competition. 
Customers readily see the superiority of the new exclusive long 
life mechanism (the only mechanism in the industry with forced- 
feed lubrication) — the patented Impeller—the Free Rolling 
Safety Wringer and all the 
other special Meadows sales 
features. 
















Dealers that are seeking a 
line with complete salability 
in every model—a line that 
is free from service—are pick- 
ing Meadows for they know it 
means greater profits. 


Walt 
WRITE TODAY FOR COMPLETE DETAILS €r Moon 


o 
on Brothers Inc 
etroit 4. : 
Toit, Michigan 


THE MEADOWS CORPORATION 


FACTORY: BLOOMINGTON 


ALES OFFICE: 1945 S. 54TH 


AVENUE: CH 





PAGE 61 








/ a New Principle, 
¢ Lower-Priced 


SNAP-ACTION THERMOSTAT 








a - 4 er The stage is all ready for the First Honokaa Cooking School. Miss 


Miriam Jackson, right, explains the procedure to Jessica Wellner, adver- 
tising manager, Hilo Electric Light Co., Ltd. 





THEY HAVE COOKING 
SCHOOLS IN HAWAII, TOO 





La 


ELECTRIC 
HOT WATER 
HEATER 





1. New Principle snap-action makes this 
thermostat cost less. 

, 5 Rugged Contruction in every part 
substantial porcelain base. 

3. Application practically unlimited 
ean be built in or surface mounted. 

4. Temperature Range —100° F. to 600° 
F.—sensitivity plus or minus 10° F, 

5. Rating — 20 Amperes — 125 Volts — 
A.C, only. 


FEATURES 


6. Contacts single pole snap-action. 


@ Quick to anticipate trends and changing requirements in the 
electric appliance business, Wilcolator again scoops the field with 
its startling new principle, snap-action thermostat. Here, in one 
small, finely designed unit, is a low priced, high capacity, precision 
thermostat for use on electric appliances where close control of 
temperature is desired. 


@ Its low price, wide application to various installations and 
rugged construction make it the logical choice for manufacturers 
needing a dependable instrument. Send for full details today. 


WILCOLATOR 


WILCOLATOR COMPANY, NEWARK, 
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ARELY does the mere art of 
preparing meals get so glamorous 
a background as at the recently staged 
Honokaa Cooking School, which 
brought, through the leadership of Mr. 
James Henderson, manager of the 
Hilo Electric Light Company, Ltd., 
electrical cookery demonstrations to 
country districts on Hawaii for the 
first time. 

Honokaa, village where the pioneer 
event was held, is 50 miles from Hilo, 
second city in the Territory, and lies 
in the heart of the rich sugar country 
| of Hawaii, largest island in the Ha- 
waiian archipelago. 

The school, held April 21, 1937 at 
the Old Honokaa Theatre, galvanized- 
iron veteran movie house, where films 
from Hollywood, Tokyo and Manila 
have all had their day, was attended 
by an audience of nearly 500 women, 
drawn from nearly every racial group 
on the island. 


fy: 
AH 
Ih / 





There were Haoles (white) women, 
who take their bridge and golf as seri- 
ously as Mrs. Jones, suburbanite; Fili- 
pino wives of plantation workers; 
Japanese ladies, doll-like in kimono; 
Chinese and Korean housewives; Ha- 
waiians; Samoans—most of them 
Americanized and as eager, or more, 
for information on the last work in 
homemaking as their sisters in cities 
nearer the main stem. 

Miss Miriam Jackson, Honolulu 
home economist, conducted the one and 
one-half hour demonstration, which 
featured Westinghouse appliances, 
with special emphasis placed on the 
roaster. 

So, to a country where less than 
four generations ago the first mission- 
aries were bringing the Gospel, women 
today are enjoying the same cooking 
demonstrations, presented in the same 
way as women close to the centers of 
the industry. 





Background is of tree ferns, found only on Hawaii. The plants at the 
front are ti-leaves, used in Hawaiian cooking to wrap meats etc. for baking. 





KELVINATOR COMMERCIAL 
DISTRIBUTORS 


DETROIT—Nine new commercial dis- 
tributors have been appointed by Kelvi- 
nator Division, Nash-Kelvinator Corpora- 
tion, according to an announcement made 
public by J. A. Harlan, manager of the 
Commercial Division for the Detroit firm. 

The distributors: Everett Smith Auto- 
matic ‘Temperatures, Inc., Milwaukee, 
Wisconsin; Alhart Electrical Company, 
Inc., of Rochester, and Standard Engi- 
neering Company, of Utica, New York; 
Standard Company, Inc., of Fall River 
and Rezendes Electric & Radio Company, 
of New Bedford, Massachusetts; Robin- 
son Electric Service, of Cairo, Illinois; 





Gowan and Everett, Inc., of Abilene, 
Texas; McLoon Sales & Service of Rock- 
land, Maine, and Keeler Motors, Inc. of 
Wilkinsburg, Pa. 


Anchor Lite Wins 
‘Radiotron Contest 


PITTSBURGH—The “First Prize” of 
$150.00 offered by the RCA Manufactur- 
ing Company for the six month’s sales 
contest in the Tri-State district, was won 
by Anchor Lite Appliance Company, pi- 
oneer wholesale Home Appliance Distrib- 
utors in the Pittsburgh district. 

There were more than fifteen Radio- 
tron distributors competing for the prize. 
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STEWART-WARNER 


1934-35—Famous Twin-Cylinder Slo-Cycle Mechanism 
omazes the industry with its freedom from service. 


WITH THE MOST STARTLING [iO 


PROOF oF PERFORMANCE me 


I N R EFRI G ERATO R HI STO RY | ; | | : | 1 Great a rl come even 1936 


YES, it’s coming, and it’s all 
you’ve hoped for and more—this news 
of an even better, even more salable 


Stewart-Warner refrigerator for 1938! 

Added to all the record-breaking 
sales builders of 1937—-SAV-A-STEP, 
SLID-A-TRAY, famed SLO-CYCLE 
mechanism and others—are new fea- 
tures just as advanced ... 


ri_US An Utterly New 
Development 


. an astounding new sales-clincher | ) 3 8 9 
a 


which we wouldn’t dare to introduce 
if Stewart-Warner trouble-free 


mechanical performance were any- WATCH FOR 


thing less than it is! 


The great new 1938 Stewart-Warner T 4 F FRO N T 
line is in production right now! And 
remember — it has everything you've ! 
learned to expect in Stewart-Warner PAGE NEWS! 
Refrigerators . . . PLUS the greatest 4 


single talking point ever seen on any 
refrigerator ! 
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lations should present a fair cross- 
section of the country. According to 
reports from such a selection of cities 


THESE 5 NEW 


Is The Market Last 
ort a 
| For Refrigerators| °“ 
7 * cent 
. | Shifting ? had 
own 
grro® | H. H. Geddes year 
ER Market Research Division— Clas 
EV | R. L. Polk & Co. unde 
te : 
| only 
| ONSUMER Market Studies in po, 
| C a number of widely scattered — 
| towns of widely different popu- Cla 
| 







refrigerator selling is different today. 1 
GENER AL ELECTRIC Many dealers have remarked that pe 
they do less canvassing nowadays. A 7% 
| glance at the following figures may and 
| suggest why. — 
. / he For a convenient breakdown of ne 
[ ta clin Oc | families into the four natural economic 4 
é _ 4 | groups, the plan of grouping them as im 
A, B, C, and D has been widely ae 
. ‘ = adopted—Class A being the w ; 
All have the same type sealed-in-oil motors found in | jer and Class D the onload ace 
other models selling as high as $375.00. | low income wage earning group. low 
These figures are from a middle ] 
western city of about 65,000 popula- the 
tion. They are based on actual inter- col 
| views with the women-heads of fami- A 
lies. of 
| Of all Class A families 75.81 per 37 
The lowest regular price for G-E occasional | cent have mechanical refrigerators; of of 
clocks was formerly $3.95. Here is the Ithaca all Class B families 56.40 per cent have Ch 
| mechanical refrigerators; of all Class no 
for $2.95. | C families 25.36 per cent have me- rel 
| chanical refrigerators; of all Class D | 
families 10.26 per cent have mechanical att 
| refrigerators. fa 
| Further, of all family owned me- tic 
chanical refrigerators: Cc 
Class A families owned 14.4 per sa 
| cent; Class B families owned 50.1 per wl 
| cent; Class C families owned 32.8 per 
| cent; Class D families owned 2.4 per 
The lowest regular price forG-E | cent. 
alarm clocks was formerly $4.95. | Of those families in the four eco- 
Here is the Acorn for $3.95. poet iy a ee 
23.40 per cent of Class A had had 
refrigerators less than one year; 30.06 
per cent of Class B had had refriger- 
ators less than one year; 31.78 per 
cent of Class C had had refrigerators 
less than one year; 62.50 per cent of 
Class D had had refrigerators less 
{ than one year. 
And of the refrigerators sold last 
year: n 
11.11 per cent went to Class A fami- C 
lies; 49.49 per cent went to Class B \ t] 
families ; 34.34 per cent went to Class c 
The lowest regular price for G-E kitchen C families; 5.05 per cent went to 1 p 
’ Class D families. a 
clocks was formerly $4.50. Here is the Garcon Considering these figures in con- : 


for $3.50. 


Cc 
nection with the percentage of each C 
class of family which had mechanical 1 
refrigeration before last year may : 
ae | make them even more significant. t 
— 58.06 per cent of Class A families 1 
had mechanical refrigerators; 39.44 
And remember that there are also over 50 other beautiful models up per cent of Class B Tr had me- , 
i i chanical refrigerators; 25.25 per cent ; 
to $375.00, suitable for any room in any home. os ttieae 1 allie tad ceed ce- ) 
frigerators; 3.8 per cent of Class D 1 
families had mechanical refrigerators. 
Class A and B families together 
APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY. BRIDGEPORT. CONNECTICUT | "ce owned (over 4 years ago) 90 per | 
cent of all mechanical refrigerators. 





See your Distributor today. The clock season is HERE! 
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Last year they bought only 60 per cent 
of all the refrigerators. Now they 
own only 64 per cent. 

Or consider this—whereas 45.54 per 
cent of the mechanical refrigerators 
had been owned under two years in 
this city, 87.5 per cent of Class D 
owned refrigerators were under two 
vears. And 58.88 per cent of the 
Class C owned refrigerators were 
under two years. 

Now, Class A families represent 
only 7.2 per cent of the total number 
of families, Class B only 33.9 per cent, 
Class C families are 49.5 per cent, and 
Class D—9.1 per cent. 


Low-Incomes Important 


Thus, the Class C and D families, 
representing about 60 per cent of all 
families bought practically 40 per cent 
of all mechanical refrigerators last 
year and practically 50 per cent within 
the last two years. 

The Class C and D market is too 
important to overlook but it is not an 
easy market to canvass. 

This shift in the market undoubtedly 
accounts largely for the emphasis on 
lower price. 

Further confirmation is suggested by 
the fact that the two makes which ac- 
count for nearly 70 per cent of Class 
A owned refrigerators are 56 per cent 
of Class B, 44 per cent of Class C and 
37 per cent of Class D. Only three 
of the six makes which account for all 
Class D refrigerators are more than 
nominally represented among Class A 
refrigerators. 

If there are to be as many refriger- 
ators sold next year, 116 per thousand 
families, apparently a larger propor- 
tion of them will have to go to Class 
C and D families. For each one thou- 
sand families the breakdown of those 
who do not own refrigerators is: 

Class A— 18 famili es 
- “ B—168 
C—369 “ 
D— 80 . 





a= 


Total... 635 


UTAH RANGE TESTS 
SHOW LOW BILLS 


Meter tests and a study of accounts 
made by the Utah Power and Light 
Company over a year’s period show 
that the average bill for 100 range 
customers selected at random was $22 
per year for cooking purposes, or 
about $1.83 per month. Refrigerators 
cost the customer $7.26 per year to 
operate. Twenty range and water 
heater combinations showed an aver- 
age annual bill of $26.50 or $2.31 
monthly for the water heater service. 
Water heating alone cost the customer 
$2.83 per month. This represents an 
average annual use of 258 kw.-hr. of 
electricity for water heating purposes. 
The company is now undertaking a 
more extensive survey based on 1,000 
accounts which will be analysed to de- 
termine the amount of electricity used 
by various appliances in actual prac- 
tice and the cost to the customer of 
their operation. 








Turn these hidden dollars 
INTO A SALES ASSET 


DRY-ZERO 
INSULATION 


for 


24 Efficiency 


fobate! 
la-Saaatobal-sat: 
| Poresakeyaah's 











@ You dealers are given an additional selling point when 
your manufacturer puts Dry-Zero Insulation into your 
refrigerator’s walls. 


Your manufacturer knows that insulation is an extremely 
| important part of the refrigerator. It is easy to understand 
| that he investigated insulations carefully before making a 
choice. He could have used a cheap, temporary material. 
However, his saving of a few pennies would have meant a 
loss in dollars to your customer—PLUS a loss in customer 
good-will to you. 


He chose Dry-Zero Insulation because of its inherent > es WATER 
qualities. It is the only insulation with a heat-stop rating 


\ 


of .24. Furthermore, it is the only insulation that actually = 


; 


v" adel 


repels water. This means that Dry-Zero is the only insu- 
lation that retains its heat-stopping ability for life. 


Remember, these qualities sum up as a definite advantage 


to both you and your prospect—PERMANENT OPERATING : eae 
ECONOMY. Tests prove that over the life of the refrigerator, ip ae 
savings in electric current range from 20¢ to $2.00 = # 


per month, every month. RESISTS ROT 


Use these facts to help you sell refrigerators. Get a free 





supply of Dry-Zero folders for your prospects. Write to 
Dry-Zero Corporation, Merchandise Mart, Chicago. 


DRY: ZERO 


REG. U.S. PAT. OFF. 


INSULATION 
| 





The Most Efficient 
Commercial Insulant Known RESISTS SETTLIN G 
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Harry Glassman and Irving Sarnoff of Bruno, N. Y. and J. A. Taylor of Milwaukee, 
get a laugh. 


BENDIX’ 


Kirst O 





D. O. Scott, president of Bendix 
greets the visitors. 


[ IKE a lawyer presenting a carefully 
_4prepared case Judd S. Sayre in- 
tre duce l the Ben lix washer to some 


75 distributors and men at the first 
onvention of Bendix Home Appli- 
inces, In it South Bend Septen 
ber 23 
For more t a vear the wash- 
ng machine industry has been hear- 
g bout . invention that did 
everything but hang the wash on 
the line, one of the few revolutionary 
changes in clothes washing principles 
nce H. L. Maytag brought out the 
g r in 1922. So sales manager 
S e did not ask them to take his 
ord for it. He presented the Bendix 
isher not only with evidence the eves 
v but with testim ( of experts. He 


Hanlin of Under- 


vriters Laboratories who vouches for 


Bendix washer construction. He in- 
troduced Carl Smelzer of Lever 
Brothers, soap manufacturers, who 
testified on its efficiency and small 
soap usage. He then topped off the 


program with Good Housekeeping 
magazine’s Katherine Fisher who ran 
history and 


pinned the seal of approval on the ma- 


over washing machine 


ne 
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nvention 


Chamberlain then 
arose and let down his hair on how 
the machine came about. 


John 


Inventor 


Decade ago 
he and partner Bassett were makers of 
laundry machinery when they got the 
glimpse of an idea. Introduced to 
Vincent Bendix, they found funds and 
a laboratory to study washing scien- 
tifically. The thousand surveys made 
among housewives 


revealed data on 


soap, hot and cold water, bacteria 
count. Common shirt collar caused 
most trouble, they learned. Out of 
mechanical studies aided by strobo- 


scope they evolved an automatic ma- 
chine which did these things; it lifted 
and dropped clothes. It spread them. 
It reversed the flow of water. It had 
a gentle action which did not wear out 
garments. It put every load through 
in fresh water and used only one-third 
the amount as 
Chamberlain stated. 
hith the amount of soap commonly 
required. Nine pounds of laundry 
were washed uniformly, and spun to 
a damp dry without handling. 

The patent situation is OK Presi- 
dent D. O. Scott told the distributors 
and company does not intend to license 
other manufacturers. 

Bouncing out on the platiorm W. H. 
Leininger advertising manager treated 
awed distributors to an 


washers, 
It called for one- 


existing 


advertising 
program done in the automobile man- 
ner. With a clasp of his hand he 
brought out most complete array of 
promotion matter in use in washer in- 
dustry with grades of 
prospect folders, lighted signs, films, 
action display, truck streamers, and 
even a book of publicity stories and 
mats. Trade paper 
nouncing campaign 


return 


today, three 


advertising an- 
brought greatest 
he had encountered in his 18 
years of advertising promotion. Co- 
operative campaigns will be done on 
the 2-2-4 principle, he told the assem- 
bled distributors. 

Constantly stressed by Judd Savre 
was the thought that the Bendix 
washer was a specialty proposition and 
all setups must be made attractive to 
retail salesmen. A $10 allowance for 
trades is included in price. 


F. K. Hanlin, Underwriter's Laboratories, Carl Selzer of Lever Bros., V. P. Fleener, 
and John Chamberlain, inventor, at the meeting. 


J. S. Sayre, sales manager, 
the machine. 


W. P. Tracey of Columbus, 


Swenson of Los 


W. H. Leininger, Bendix 


OCTOBER, 





goes over Vincent Bendix and A. A. Schneiderhahn, 


lowa distributor. 





O., W. J. Lancaster of San Francisco and Louis R. 
Angeles snapped at the Bendix meeting. 


UXE BOOK 
ROTO TABLOIDS 
4-COLOR FOLDERS 
"6 CORNTER FOLDER 

w. SMLESMRRES BARvaL 


NOU anny 





advertising and sales promotion manager, in action. 
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@ Eureka Dealers will feature the special offers emphasized 
in the above type of newspaper advertising scheduled to run 
in nearly all principal cities during the Fall Season. 


The “Combination Offer” of the new Eureka motor brush 
Model “G-2” and Junior hand cleaner at $49.75, appeals to 
present users of old cleaners who desire to save $10.75 by 
trading in their old cleaners now. Store posters and one page 
“stuffers” featuring this great trade-in offer are supplied free 
to dealers. 


The “box” insert featuring the guaranteed Eureka Factory 
Rebuilt Model No. 9 at $19.85 and Easy Payments has tremen- 


few 


EUREKA ADVERTISING 
PRODUCES IMMEDIATE SALES! 


tion jae SUC 
Eureka, henew 


Clea 
etc., wick! WPholseéry m. 
Eureks e Convenient (s5e5 
“aior hand chelihe, 
er, 


SPECIAL FACTORY SALE! 


Limited Time Only 





MODEL 9 


Easy § Originally 

‘ayments 1985 sold at +4500 
Looks like new. Thoroughly reconditioned at 
the Factory with brand new ports. Guaranteed. 


FREE TRIAL and TRADE-IN ALLOWANCE 








dous appeal to non-users. Produces immediate store and 
telephone inquiries. Puts real “pull” into vacuum cleaner 
advertising. Many prospects for “Rebuilts” can be sold the 
powerful new Eureka motor brush Model “G-2” at $44.75. 


Eureka Cleaners are now available in three beautiful new 
models all equipped with motor driven brushes. Model “G-2” 
at $44.75—Model “R” at $58.75 and the sensational Model 
“M” at $68.75. 


Write or wire the Factory at once for our new catalogue, 


prices and full particulars on the new Eureka Finance Plan 
which is now available to Eureka Dealers. 


Eureka Vacuum Cleaner Company — Detroit, Michigan 


EUREKA FINANCE P 
for Eureka Dealers to 


The new 
ithout a bis cash 


possible 


working ne DEALERS to sell on easy 


“carrying charges” 
— — le charges — a 
pret coupon at once for parti 
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MAIL COUPON TODAY 
EUREKA VACUUM CLEANER CO., DETROIT, MICH. 


0 Please forward catalogue with discounts and particulars on 
your new Merchandising Plan. 


© We desire information on the new Eureka Finance Plan. 
Dealer. 
Address. 
City. 
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DOMINO, Mode! 3H73. A low-priced 
popular clock. Molded plastic case in 
black or brown. 3/4,” dial with satin- 
gold colored background and cream- 


colored center. 4!/,” high. 
To retail at only : $2.95 





STATESMAN, Model No. 4H8!. Fine 
case of white Pedrara Onyx. Gold- 
colored metal bezel. Ideal for desks, 
tables, bookcases. 6'/,” 

high. Retail price..... $12.50 





BUFFET, Model No. 2H07. New kitch- 
en of bathroom mode! with plastic 
case in ivory, green, white, black or 
red colors. 6%" high, 67/16” wide, 
only 244” deep. To retail $3 50 


at only 





DEAUVILLE, Model No. 4H77. A 
choice clock with either blue or black 
Carrara mirror-finished glass case. 
Light blue dial with blue case, black 


with black case. 7” high. 
Retail! price _ a -_ $7.95 





OLYMPIC, Model No. 4879. Modern 
wood case with Burma Padouk center, 
top and front. Brown walnut ends. 4!/,” 


dial. 6%” high. |) 5/16” $9 95 
7 


wide. To retail at......... 





SEXTON, Model No. 7H79-L. An out- 
standing alarm clock value. Molded 
peepenen in black or mottied brown. 
uminous numerals and 

hands. Retail price $4.95 
Butler, No. 7H79. Same case without 
luminous dial, $3.95. 
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LIDO, Model No. 4F75. Charmin 
lass clock in either blue or blac 
arrara mirror-finished case. Simu- 
lated Cloisonne-finished dials also in 


yan and black. Retail price $6 .95 


TIME FOR A 
EAST TURN-OVER 
WITH THESE 














Telechron models on the market, that 
they'd turn over fast. And they are! Be- 
cause they're designed and priced to move 
off your shelves quickly. The most experi- 
enced electric clock merchandisers in the 


country are behind them! 


There's every kind of co-operation for 
every Telechron dealer—18,000,000 copies 
of arresting advertisements in The Saturday 
Evening Post, Life, Good Housekeeping 
and House & Garden. Sales helps of all 
sorts—circulars, catalogs, displays, etc. 


Everything to help you sell clocks! 


You can't go wrong with the new 
Telechron line. Enthusiastic reports are 
coming in from dealers all over the coun- 
try. See your authorized Telechron dis- 
tributor today. He'll give you all the 


important details. 


(Prices subject to change without notice) 


WARREN TELECHRON COMPANY 
110 Main Street 


(Reg. U.S. Pat. Off. by Warren Telechron Co.) 


SELF-STARTING SYNCHRONOUS 
ELECTRIC CLOCKS AND SYSTEMS 





SEVILLE, Mode! No. 6B03. Strikes the 
hour and half-hour ona spiral silvertoned 
a one op ~peet case with 
white holly inlay and walnut 

base. 11%” wide. Retail $17.50 
Congress, No. 5855. Same design but 
without strike, $12.50. 


TELECHRON CLOCKS 


@ We knew, when we put the new 


Ashland, Massachusetts 


~ STATISTICAL BAROMETER 


compiled by Marguerite Cook 





| 
| 





Market Analysis Department 
Electrical Merchandising 


RANGES 


An increase of 26.2% for August and 
of 39.9% ior the eight months’ period, 
compared with corresponding periods of 
1936, was reported by NEMA for sales 
of household electric ranges by the 12 
manufacturers constituting its range mem- 
bership. Average prices, at manufacturers’ 
value, have risen from $69.38 in 1936 to 
$70.92 in 1937, covering the eight months 
volume of both years. 

AUGUST 1937. 26,000 ranges, valued* at 
$1,839,891 
20,604 ranges, valued at 
$1,467 726 
8 MOS. 1937. ..284,043 ranges, valued at 
$20,144,820 
§ Mos. 1236...202,987 ranges, valued at 
$14,084,210 


*Manufacturers’, not retail, value. 


Saturation, January 1937 — 1,735,450 
homes, or 7.9% of total wired homes. 


August 1936.... 


v 
WASHERS 


Electric washer sales of August, while 
comparing favorably with previous months 
of 1937, fell 12.04% short of the unit 
volume of August 1936. This was the 
third successive month in which the unit 
volume of electric washers was lower 
than in corresponding months of 1936, 
although, again, this seemingly unfavor- 
able trend was offset by the fact that the 
expensive models, retailing for $70 and 
over, showed a gain in sales of 22.63% 
over comparable models sold in August 
1936. The chief loss was in the $40-to- 
$49.99 models, which were 61.50% under 
last year, the below-$40.00 makes declin- 
ing 20.83% and the $50 to $69.99 1.22%. 

Thus up to the end of August the in- 
dustry has sold a total of 1,115,552 
household electric washers, or 5.12% 
more than in the same period of 1936— 
with the $70-and-over models running 
57.95% above comparable business of last 
year. Contrasted with 1935, the August 
unit volume was in excess by 7.13% and 
the eight months by 35.86%. Average 
prices, based on the eight months’ busi- 
ness, have increased from $65.77 in 1936 
to $71.07 in 1937. Following are esti- 
mates of industry sales of household 
electric washing machines compiled by the 
American Washing Machine Manufactur- 
ers Association: 


AUGUST 1907......:. 133,786 washers 
, eee 152,096 washers 
2. ). ee 1,115,552 washers 
f=, ee 1,061,175 washers 


Saturation, January 1937—11,496,457 
homes, or 52.5% of total wired homes. 


IES LAMPS 


From data compiled by the Electrical 
Testing Laboratories showing the num- 
ber of base tags issued, it is estimated 
that August sales of IES lamps were 
50.96% higher than in August 1936 and 
236.93% higher than August 1935. In 
the eight months ending with August, 
the total output of IES base tags, and 
presumably lamps, is reported at 54.61% 
above 1936 and 115.25% above 1935: 


AUGUST 1937...157,600 IES Base Tags 


August 1936...... 104,400 IES Base Tags 
8 MOS. 1937.....570,592 IES Base Tags 
8 Mos. 1936......3 346,629 TES Base Tags 


Additional records, available through 
the ETL, indicate that up to the end 
of August 1937 a total of 2,527,599 IES 
base tags had been issued. 


Vv 
IRONERS 


Ironer sales took an upward swing in 
August, rising 17.51% above the unit vol- 
ume of August 1936 and 37.82% above 
August 1935. With these figures at hand, 
it will be noted from the following esti- 
mates of industry sales, compiled by the 
American Washing Machine Manufactur- 
ers Association, that the eight months unit 
volume is up 7.6% over 1936 and 37.48% 
over the eight months of 1935. 


pla 55. ers 19,319 ironers 
RS 2, 16,440 ironers 
|} ° *. eae 128,589 ironers 
DE Bilin codexicceses 119,428 ironers 

Saturation, January 1937 — 1,192,002 


homes, or 5.5% of total wired homes. 


v 


GAS ENGINE WASHERS 


With sales of August 1937 running 
33.19% behind August 1936, the gas en- 
gine washer volume continued below com- 
parable records of 1936 for the fourth 
month in succession—which brought the 
eight months’ total volume down 9.15% 
below the same months of last year. Com- 
pared with 1935, the unit sales showed a 
decrease of 25.08% for August but an 
increase of .91% for the eight months pe- 
riod. Following are estimates of industry 
sales compiled by the American Washing 
Machine Manufacturers Association: 


AUG. 1937.... 14,420 gas engine washers 
August 1936... 21,582 gas engine washers 
8 MOS 1937...129,968 gas engine washers 
8 Mos. 1936...143,052 gas engine washers 


Electric Washer Sales, by Price Classifications, 8 months 














1937 1936 

% to % to Unit Incr. 

Units Total Units Total or Deer. 
Below $40.00.............. 62,922 5.64% 73,894 6.96% —14.85% 
$40 to $49.99.............. 173,452 15.55% 235,492 22.19%  —26.34% 
$50 to $69.99.............. 474,093 42.50% 495,334 46.68% —4.29% 
eee 405,085 36.31% 256,455 24.17%  +57.95% 
Total................. 1,115,552 100.00% 1,061,175 100.00% +5 .12% 

Gas Engine Washers Sales, by Price Classifications, 8 Months 
1937 1936 
% to % to 

Units Total Units Total % Deer. 

Below $70.00............... 20,231 15.57% 21,865 15.28%  —7.47°% 
NS xv aislnic nies wane 109 ,737 84.43% 121,187 84.72% —9.45% 
MEE Wena Sastaden Sates 129,968  100.00% 143,052 100.00% —9.15% 
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REFRIGERATORS 


Following the decline in July, refriger- 
ator sales perked back to normal in 
August and advanced the unit volume 
12.68% beyond similar business of 
August 1936—thereby ending the eight 
months period 15.14% in advance of the 
corresponding volume of 1936. Con- 
trasted with 1935, however, the eight 
months accumulative gain amounted to 
47.41%. Following are EEI estimates 
of industry sales of household electric 
refrigerators, based on NEMA produc- 


How to WIN Over 


Cut-Price Competition 









Banner-Whitehill of Indianapolis Tell 


-_ AUGUST 1937... 120,543 refrigerators How They Do It with BARTON WASHERS... 
ted August 1936....... 106,975 refrigerators 
ere § MOS. 1937...... 2,019,199 refrigerators 
and eo ae... See 1,753,632 refrigerators 


i 




















ee . 
= Saturation, January 1937—9,000,000 agen gene In any market, and particularly 
iad homes, or 41.1% of total wired homes. PRODUCES 1710 EXTRA 
o. WATER CURRENTS : ’ 
1% v PER MINUTE. a low-price market, exclusive fea- 
ag: VACUUM CLEANERS Mr. L. O. Rainier, 
at Although by a much slimmer margin | Manager Electric tures that are easily demon- 
gs than usual, floor cleaner sales neverthe- : 
ags less managed to keep ahead of 1936 Appliance Dept., : ; 
ugh levels and to maintain, uninterrupted, the Banner-W hitehill, strated and readily desired by a 
end upward curve which have characterized Inc., Indianapolis, 
ES floor cleaner sales in individual months : i 
of the past four years. According to Indiana. prospective customer, are tre- 
| reports of the Vacuum Cleaner Manu- 
——_ Association, the August gain d ] 
of 5.17% brought the eight months total mendous important in gettin 
sales 23.96% above the eight months’ y P o 8 
output of —— and 35.81% above the 
same months of 1935. ; : 
— The Association likewise reports hand a better unit pre. 
en cleaners 25.72% ahead in August and 
al 45.86% ahead in = eight months’ period 
compared with 1936. ‘ 
nd, AUGUST 1937. 88.486 floor cleaners and “Because Barton’s ‘1710 Extra Water Currents per Minute’ cannot be had on 
the 27,786 hand cleaners 
ur- August 1936.... 84,108 floor cleaners and one . : . ° . 
«s 22,101 hand cleaners any competitive washer, it has been much easier for us to maintain a higher 
8% ; 8 MOS. 1937. ..893,727 floor cleaners and 
F 305,686 hand cleaners E . —_—* 
8 Mos. 1936....720,940 floor cleaners and average unit selling price. 
ers ; 209,570 hand cleaners e 
= | Saturation, January 1937—10,700,039 BAN NER-WHITEHILL, Inc. 
ers homes, or 48.9% of total wired homes. rape . 
me a L. O. Rainier, Mgr. Elec. Appliance Dept. 


WATER HEATERS 


The ‘ooo increases in geal Y b , d f+ il b 
operated water heater sales which pre- ® Your Dusiness’ an 
vailed through previous months of 1937 a we - 
were — again in August when the 
; unit volume was reported to be 41.0% —wi im- 
ie Se ve ee = So better, too—with the demonstrably im 
—d months’ business 45.4% above the com- 








parable total of a year ago. Following ° ° 
- records of sales, compiled by NEMA proved Barton Washing Machines. ee e 
59% oy the —_— - i, manufacturers in 
versus 10 in 1936: : 
¥ AUGUST 1937............. 5,856 units Let us explain why you can benefit—and 
vm eee = [chteneenenenent ons units 
Sites a vendeuns-as 4,622 units . 
pe- a.............. 51,314 units why Barton sales increase for first seven 
ing 
= v 
' ° 
mon w Vv r 
cs | coum onths of '37 was 29% over last yea 
ers 
" Records of the Department of Com- : H 
— enn cae ne ee while the washer industry as a whole was 
I — pee progress P sve —_ 
and small stokers during August and for ° 
' the eight months’ period. According to 6.5 /o ahead. ** # THE BARTON 
i “ey — August “og 3 of — 
tial and small apartment house stokers ° 
¥. (Class 1 and 2, capacity-up to 100 Ibs. CORPORATION, West Bend, Wis. 
., : coal an hour) increased 46.45% over 
1% August 1936 and 150.46% over August 
w 1935, while the gains for the eight months’ 
YW volume amounted to 57.01% over the same 


io months of 1936 and 208.07% over 1935. 
int For the larger stokers (Class 3, general 
Z apartment house and small commercial 
heating jobs) a loss of 4.78% was re- 

ported for August compared with August 
1936 but a gain of 28.32 compared with 
¢ August 1935, with the eight months’ ac- 
cumulative business 6.32% under compara- 
tive sales of 1936 but 32.17% ahead of 

5. 


r. 193 
b/;, Classland2 Class 3 
W/ ; AUGUST 1937..... 12,350 657 : 


SP a po hvesaaae . 4 ‘ oar 
- yy ae ‘Siorr 3482 | “1710 EXTRA WATER CURRENTS PER MINUTE” 
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FAIRBANKS-MORSE DESIGNS A NEW 
PRIZE-WINNING WASHER 











... and again features 


flutomatic Timing 
with the 


MARK-TIME WASHER SWITCH 


..+ Why does Fairbanks -Morse 
feature automatic timing on 
their new prize-winning washer? 


...Whydoes another of America’s 
foremost washer manufacturers 
use many thousands of Mark- 
Time Washer Switches? 


® BECAUSE it makes washing safer, easier, prevents waste and saves steps 


for the modern housewife. 


® BECAUSE the evils of over-washing are featured by leading home economists 
in national magazines such as McCall's, Ladies’ Home Journal, etc. 


® BECAUSE a definite talking point for greater washer sales is provided by the 
MARK-TIME WASHER SWITCH calibration for different kinds of materials. 


® BECAUSE better washers at higher prices are more easily sold when auto- 


matically timed. 


® BECAUSE ALL washing machines should be ‘AUTOMATICALLY TIMED" 


by Mark-Time. 


DEALERS! Insist that the washers 
you sell are Automatically timed 
by Mark-Time. Write for booklet 
on “TIMING THE WASH" 


MANUFACTURERS! Ask to see the beautiful 
Mark-Time dials designed exclusively for your 
washer ... how impressively they add to its 
appearance . . . step up its sales appeal. 


M. H. RHODES, INC. 


ROCKEFELLER CENTER 


° NEW YORK CITY 

















SALES-DISPLAY COACHES 


“where fine coachcraft bas been 
a heritage for 80 years” 


To create a display worthy of your products . . 


To be sure your sales coach reflects the true tempo 
and spirit of your organization . . 


To be certain that your sales coach bears no tell-tale 
marks of makeshift, crudeness or adaptation . . 


That is the aim of Judkins artisans and engineers. 


Write for details on how they work together with 
true understanding to create a commercial sales coach 
deserving of your product. 


J. B. JUDKINS COMPANY 


MERRIMAC, MASS. 


Builders of Fine Coaches Since 1857 
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aking Money 
in the 
RANGE BUSINESS 


ATIONALLY, the dealer, or 
Nese: is becoming an in- 

creasingly important factor in 
the distribution and sale of electric 
ranges. Some dealers have already 
built up a very handsome and profit- 
able range business as the result of 
their activity. 

Other dealers, however, operating 
under similar conditions in comparable 
communities are selling very few 
ranges—with correspondingly little 
profit, if any at all. There is such a 
differential in the dealer structure as 
to the activity and resultant profits that 
a closer scrutiny of the entire retail 
promotion would certainly be en- 
lightening and valuable to an electric- 
range manufacturer. 

Are there some secrets shared by 
these successful dealers? Are profits 
from the sale of electric ranges deter- 
mir.ed by some mysterious forces over 
which other less fortunate of the retail 
brethren have no control? Briefly, 
why are some dealers successful, while 
others are not? 

We, as manufacturers, determined 
to delve more deeply into the problems 
involved in the retail selling of elec- 
tric ranges. We felt that we had a 
responsibility as a manufacturer to as- 
certain the fundamentals of successful 
retail selling from our successful 
dealers so that other dealers could pro- 
fit by more seasoned experiences. 

Immediately we set up a plan 
whereby we could be of more material 
assistance to our electric range dealer 
organization. We agreed that we 
should find the answers to many ex- 
isting problems, and that meant, of 

o 


course, that it was necessary for us 
to go right out in the field and discuss 
selling and retail experiences with the 
successful organizations. Only then 
could we find a solution to the prob- 
lems involved to increase the sale and 
profits of dealer outlets. 

We carefully trained a group of our 
own men for this investigation be- 
cause we wanted unbiased answers,— 
answers that would be helpful to us 
and to the dealer. It was felt that ex- 
perienced men would be in a better po- 
sition to interpret conditions than 
would be inexperienced representa- 
tives. 


T was desirable and necessary to 

get a cross-section of the entire 
country for accurate results, so 86 
dealers located in some 17 states were 
selected. We asked these dealers many 
questions, and made our many obser- 
vations of their stores, windows, store 
layouts, sales organizations, etc. 

Now bear in mind these 86 dealers 
were selected because their perfor- 
mance in selling electric ranges was 
above the average performance. The 
results we learned from these 86 suc- 
cessful dealers will, I am sure, be of 
value and interest to any and every 
electric range outlet in the country. 
In addition to the electric range sales 
problem the answers these successful 
retailers gave us are indicative of good 
dealerships for any product. 

Here are the results of the survey: 

No. 1. Nearly three-fourths of the 
dealer stores were classified by the in- 
vestigator as “excellent” or “good” as 
to their outside or exterior appearance. 
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By REESE MILLS 
MANAGER 
Range Department, Westinghouse Electric 


& Manufacturing Company, 
Mansfield, Ohio 


We believe this disclosure is of prime 
importance as it only bears out the 
time-proved sales axiom that “A man 
is known by the clothes he wears.” 


No. 2. These largest successful 
groups were classified as electrical ap- 
pliance dealers, although the list was 
high in hardware and furniture stores. 
The list also included automotives, 
musical, radio, jewelry, house-furnish- 
ings, real estate, and others. But the 
findings would indicate that the spe- 
cialist in his line was the most suc- 
cessful. 


No. 3. The electric range, over all, 
rated second in volume of all electrical 
household equipment sold after re- 
frigeration, which averaged first. 
Seventy-one of the 86 dealers handled 
a complete line of electrical equipment 
for the home, including refrigerators, 
ranges, washers, ironers, cleaners, 
water heaters, and small appliances. 

The necessity for display was force- 
fully shown by the fact that sixty-two 
of the eighty-six dealers had three or 
more ranges on their floor at the time 
of the interview. The average was 
5.6 ranges, and twenty-three of these 
dealers had a complete electric kitchen 
installed on their floor—a number of 
others were planning to install one or 
more in the near future. Those who 
had an electric kitchen reported that tt 
had been a very profitable investment, 
using it— 


A. To sell electric kitchens. 
B. To sell individual products. 
C. For demonstration and display. 


Seventy-two dealers had outside re- 
tail salesmen—the average being four. 
Sixty-four stated they were going to 
add more salesmen. 

Twenty-one stated they secured 
their salesmen through advertising— 
twenty-one from personal contact— 
and twelve from the recommendations 
of friends. 

Two-thirds of the eighty-six dealers 
held regular scheduled meetings for 
salesmen and closely followed manu- 
facturers’ training courses. While 
there were no uniform or standard 
methods of equipping the retail sales- 
men, the records disclosed that the 
well-equipped salesman did the out- 
standing job. This would bear out 
our contention that education is one of 
the prime requisites of increasing 
range sales. 

The majority of the dealers held 
contests for their salesmen—monthly 
and seasonal—offering prizes, includ- 
ing extra commissions, cash, clothing, 
football tickets, etc. 

Seventy-one of these eighty-six 
dealers believed their salesmen should 
know how to cook and had thoroughly 
trained them or were planning to do so 
at an early date. 

A few more than one-half stated 

(Please turn to page 72) 





@ Thud! —An instant of pop- 
eyed suspense and the roar from 
the stands means “It’s Good” — 
because the foot of the kicker met 
the ball at the vital spot and angle. 
. . . Also, every electric heating 
device has its vital spot, a part 
from which radiates the heat that 
is as clean as sunshine. Known 
as the Heating Element, it also is 
in fact the vital element . . . vital 
to the performance of the equip- 
ment, whether it is a lovely little 


device for the table or a strong, 


H O Ss K 
CHRO 
THE WIRE THAT MADE ELECTRIC 
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rugged furnace for industry. So, 
we are in a vital business — as 
the producers of chromel— the 
heating element alloy around 
which annually thousands of table 
appliances, ranges and industrial 
furnaces are built; equipment of 
which the maker is proud and with 
which the customer is pleased — 
because of Chromel it may truly 
be said, “It’s Good”. For technical 
data, ask for Catalog-L which con- 
tains useful information. Hoskins 


Manufacturing Co., Detroit, Mich. 
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@ “Indeed, Madam, that’s virtually what 
porcelain enamel is ... A kind of glass, sup- 
ported by sheet steel. 

“You see, porcelain enamel is a mineral 
substance through and through—color pig- 
ments and all. And this mineral substance has 
been fused or welded onto its supporting metal 
base by the intense heat of 1550 degrees. That 
intense heat makes porcelain enamel flint-hard. 
It gives porcelain enamel its lovely surface 
lustre—which is absolutely non-absorbent and 
which never fades or dulls. 





“That's why you can clean your porcelain 
enameled appliance just as easily as you can 
wash a dish. And, of course, that means that 
your appliance is always absolutely sanitary.” 


Mr. Dealer: Write for a copy of our “Sales Manual 
for Porcelain Enamel.” It is both free—and full of 
ideas which will help your sales people make bo 
higher profits and happier customers. 


EDUCATIONAL BUREAU 
PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue 
Chicago 


ENAMEL 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 
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Send mea copy of your FREE book: “Sales Manual for Porcelain Enamel.” 


Name ... 
Re er ee eee ee ae a a rR Re we kee MoD ETE a 
2 
Address —_ 
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that most sales are closed in the 
prospect’s home. Next, and only 
slightly below 45%, stated most sales 
were closed in the sales room. These 
results would indicate the necessity of 
educating salesmen and “dressing up 
the store interior.” 


Getting Prospects 


We wanted to know how these best 
dealers obtained their prospects. Some 
gave more than one method, but they 
were all tabulated: 


Number of 

Method Dealers Reporting 
User’s suggestion .......... 68 
RRS ere 44 
Ce NEE ciescscstenecis 34 
PTI oc cs veccsssccs 25 
I no na wae aaa aac 19 
MGS Soy oni ieee ahem 10 

PE ik enact n apace 200 

DRT .2 onaadciesdndiam mane 86 


Sixty-four of the dealers advertised 
ranges in local newspapers. All of the 
dealers were using some form of time- 
selling. 

Other investigations proved that 
time-selling entered into over 25% of 
all dealers sales, in some form and that 
one of the most useful selling features 
from the dealers’ standpoint was a 
long term, low rate finance plan, which 
brought monthly payments under the 
$5.00 per month figure. 

Seventy-three had a regular plan of 
calling back on a range purchaser to 
see if everything was satisfactory and 
to get additional leads. 


Appealing Features 


We-wanted to know what features 
of the electric range the dealer found 
to offer the greatest appeal to prospects 
and users. Some gave more than one, 
so they were all written in the report: 


Per- 
centage 
Men- men- 
Feature tioned tioned 
Cleanliness ....0cs00 50 58% 
Economy of operation. 23 26.7% 
Convenience ......... 22 25.5% 
Better Cooking Results 11 12.7% 
Other features ....... 52 
eee 144 
Me okaseaeekuun: 86 


This is interesting because our in- 
vestigators asked 113 retail salesmen 
and 413 range users this same ques- 
tion. Will they agree? 

The retail salesmen actually listed 
these same four appeals—the only dif- 
ference being that he placed Conven- 
ience in second position whereas the 
dealer himself placed Economy of 
Operation in second place. 
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Here’s the retail salesmen’s opinion: | 
| 





, Per- 
y centage 
Men- men- 
Feature tioned tioned 
Cleaslimess .. cies ccc 74 65.5% 
xy Convenience ......... 41 36.2% 
Economy of Operation 20 17.7% 
Better Cooking Results 10 8.8% 
mm — 
SME -nedane numer 144 
ee oe 113 
the And now let’s see what the 413 users 
— said. Again some of them gave more 


S| Sas onereson, to ey ee s!| WITH THE MOST EXTENSIVE 
y OL Per- 
” Poke SALES PROGRAM IN THE 





Men- - 
Feature Pe pact? HISTORY OF 
Cleanliness .........:. 313 75.8% 
- Economy of Operation 108 26.1% | 


ts Easy to use—saves | 
= | smavens* © HAMILTON BEACH 
hey Better Cooking Results 85 20.6% | 
‘ All other appeals to them were of ad 
fing minor importance. Notice that he Food Mixer 
named the same “Big Four Appeals” | 
that the dealer gave and in the same | 


order. The retail salesman had ex-| To give Hamilton Beach dealers a greater advantage—to 
actly the same four with the order 
slightly changed. > ie ; 

Also notice that the homemaker used | Ptofits—we are releasing the most extensive sales campaign 
“Easy to use—Saves Time” instead| ever put behind the Hamilton Beach food mixer. Already 
of “Convenience.” 

Many conclusions can be reached 
from this and other data secured from season—increase regular fall sales and build a record-break- 


help them get a bigger share of food mixer sales and 


launched, this powerful program will peak for the Holiday 























sed this investigation : : : 
a ing Christmas gift volume. 

the This dealer survey indicated, briefly, | 8 g 
ne- that the No. 1 good range dealers have} . 

stores rated at “gogd” or better—| MORE THAN 25,900,000 MORE THAN 24,200,000 
a handle a complete line of electrical! ADVERTISEMENTS IN LEADING ADVERTISEMENTS IN ROTOGRAVURE 
Da household products—have well-trained | NATIONAL MAGAZINES ..... SECTIONS OF 31 SUNDAY NEWSPAPERS 
a outside retail salesmen—have a good | 
res representative stock of ranges on dis-| Spearhead of this sensational campaign To get action—and to enable dealers to 
ich play—use the complete electric kitchen | js a group of carefully selected national tie up with our national efforts—we 
= effectively—advertise ranges in local | magazines . . . SATURDAY EVE- will supplement this magazine cam- 
the papers—know how to sell the product | NING POST. GOOD HOUSEKEEP ’ . : , 

: on the basis of the features that will | . is : paign with advertisements in the most 
” appeal to women. | ING, WOMAN'S HOME COMPAN- popular, most widely read pages of 31 
to After all, are not all of these things| ION, BETTER HOMES AND GAR- Sunday newspapers—the rotogravure 

ind required ‘in conducting any good mer-| DENS, AMERICAN MAGAZINE and wae Y : ‘tl ; 
chandising business? There .is no se-| AMERICAN HOME. Over 25 million section. Advertisements will appear 
cret method or magic used by these : ; Oct. 24, Nov. 21 and Dec. 12. Only 
ceaenh dedi Wl clk: acaba advertisements will hammer home the seni ae ie al d 
’ - ) : . ton Beac ives this broad foo 
seems to be that the successful dealers| merits of the Hamilton Beach food — ‘" a 8 
res are willing to do the apparent things| mixer—its many uses. and time-tested ee ee ee ee 
ind and do them well. The result, of | features—to practically every able-to- driving power that means extra sales 
on — “4 : = — of business buy family in the United States. ak and profits. 

: and a satisfactory profit. 
rt: 

semaaers sco. soe POWERFUL SALES HELPS FURNISHED 
ge DOMESTICS TO DEALERS FREE ON REQUEST 
o . i a aa al Hamilton Beach supplies a brilliant array of dealer helps—folders, 
| part ot the work of the oe 28 , 
5 Wemen’s Division of the WPA counter cards, newspaper mats and a 23” x 23” display that shows 
% in Los Angeles, a course for unem- the actual mixer in strong relief against a soft, colorful background. 
70 ployed women in the proper use of 
%o household appliances is being carried A Se Poon soe 

out, with the intent of providing 

housekeeping training for women who YOUR PROFIT iS PROTECTED 

may later be eligible for domestic posi- Hamilton Beach distributes through Wholesaler and Retailer—en- 

tions. The school is conducted in a , . 
, large home which, with the coopera- courages 100% price maintenance and a full dealer profit. All 
wal tion of the Electrical Development inquiries are referred to dealers. Order food mixers from your Jobber. 
= L f Los Angeles, has b i ' 

eague of Los Angeles, has been com- - Ee P , 

"S- pletely outfitted with electric range, Write us direct for free dealer helps. 

refrigerator, washing machine, iron- 
ing machine and vacuum cleaner. Two Tad A bA i LT  @) iv 3 & A C bet C '@) °?, 4 A Cc l ~ E > WwW j S ° 
it- hundred women will receive training © e 6 ° > 
n- during the six-month period the school Division of Scovill Manufacturing Co. 
_ Is to be in session. 
oO 
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IHt PRODUCT PARADE 


@ In which new products and merchandise pass in review for your benefit. 








ELECTROMASTER Range 


Electromaster Inc., 1803 E. Atwater 
3 Detroit, Mich. 

Model: 100 featuring 4 “Vita-Miser” 
built-in aluminum kettles that can 
be used for boiling, frying, stewing, 
etc. 

Sizes: Floor space 40x24 in.; overall 
height 49 in.; 36 in. to cooking top. 

Other features: Full sized cabinet with 
swing doors that open and close at 
touch of finger; illuminated “Mono- 
unit” oven bakes, roasts, broils; 2 
large storage compartments, one 
with sliding drawer; swinging table 
lamp illuminates entire range top; 
built-in time clock; convenient 
switches in back plate; removable 
crumb tray; toe-space base; acces- 
sible temperature control; porcelain 
enamel finish with plastic handles; 
designed by Wilbur Henry Adams. 
—Electrical Merchandising, October, 
1937. 


v 





VIKING Clock 


Viking Products Corp., 330 W. 42nd 
St., New York City. 
Device: Viking “Lustrus” clock Em- 

peror model, 

Description: Lustrous dial effect cre- 
ated by new stippled etching proc- 
ess, silver or golden bubbles catch- 
ing and reflecting light rays; overall 
size, 54 in, high 2 in. deep; dial 
diam. 44 in.; gold numerals set in 
black with green center or silver 
numbers on black with blue center; 
black polished catalin base; Wal- 
tham self-starting motor. 

Price: $9.50.—Electrical Merchandis- 
ing, October, 1937. 
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HOOVER Cleaner 


The Hoover Co., North Canton, Ohio. 


Model: No. 25. 
Description: New design by Henry 


Dreyfuss; incorporates many fea- 
tures of the Hoover 150 cleaning 
ensemble; cleaning tools may be 
plugged into slot in side of cleaner 
without even stopping motor, in- 
stantly converting floor cleaner to 
furniture cleaner; Handy Cleaning 
Tool Kit for convenient use and 
storage; other features are use of 
magnesium (4 lighter than alumi- 
num) and Bakelite to give light- 
ness; Dirt finder, visible rug adjust- 
ment and positive agitation prin- 
ciple for removing embedded gtit 
are other features; brown and beige 
with gold bands. 

Price: $65. for cleaner, $14.50 addi- 
tional for cleaning tools——Electrical 
Merchandising, October, 1937. 





¥ 


HANKSCRAFT Egg Cookers 


The Hankscraft Co., Madison, Wis. 


Models: Standard model 815 cooker 
and No. 8151 egg service set. 
Description: Egg cooker holds 4 
eggs; ivory base, chrome or copper 
dome; boiling tray and ivory porce- 
lain poaching dish included. 
No. 8151 egg service set consists of 


Standard 815 cooker and tray of 


copper or chrome, and 4 matching 
egg dishes. 


Prices: No. 815 cooker, $3.95; No. 
8151 service set, $6.95.—Electrical 


Merchandising, October, 1937. 








WEBSTER Intercommunication 
System 


Webster Electric Co., Racine, Wis. 


Model: Teletalk No. 105 loud speaker 


intercommunication system for office, 
factory, home, etc., where inter- 
communication between one point 
and one to five remote points is 
desired as a group or selectively. 


Sales Features: System consists of 


selective master station which con- 
trols direction of conversation, or- 
iginates call to remote speaker sta- 
tions; remote speaker stations can 
answer master station only when 
called ; no communication is possible 
between speaker stations ; communi- 
cation with 14 gauge wire can be 
carried on over a distance of 3000 
ft.; hand-rubbed solid walnut cabi- 
nets.—Electrical Merchandising, Oc- 
tober, 1937. 








MARION Range 


Rutenber Electric Co., Marion, Ind. 


Model: No. R 22 Companion. 
Burners: 3 open coil surface burners: 


1-8 in. 2000 watts, 1-734 in. 1500 
watts and 1-7 in. 1000 watts, oven 
baking unit 1600 watts, broiling unit 
2000 watts. 


Size: Floor space 22x25 in.; height 


to cooking top 35% in. over, 16 in. 
wide, 14 in. high, 19 in. deep. 

Description: Oven equipped with por- 
celain broiler pan and rack; large 
cabinet base interchangeable with 
legs; oven temperature control; 
pilot light integral with thermostat 
dial indicates when desired oven 
temperatures have been reached; bi- 
rotary switches; timer outlet for 
full automatic time control of oven 
and Chromalox units available at 
extra cost; white porcelain enamel 
finish. — Electrical Merchandising, 
October, 1937. 





GILBERT Matched Appliances 


The A. C. Gilbert Co., New Haven, 
Conn, 


Device: Waffle iron B226, toaster 
B203, percolator B216, designed in 
matched Penthouse pattern. 

Description: Waffle iron equipped 
with 3 point heat indicator on cover; 
full size 7 in. aluminum grid; ex- 
panding hinge; batter trough; 110- 
120 volts a.c. or d.c., 450 watts. 
Two-slice toaster a.c. or d.c. 110-120 
volts, 470 watts; percolator, 9 cup 
capacity; perforated aluminum cof- 
fee basket 110 volt ac. or d.c. 400 
watts; 104 in. high; modernistic 
Penthouse pattern in chromium with 
black Bakelite handles and base; 
designed by Robert Heller. 

Prices: B226 waffle iron, $5.95; B203 
toaster, $3.25; B216 _ percolator, 
$8.95. — Electrical Merchandising, 
October, 1937. 





WESTINGHOUSE Casserole 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Model: Casserole No. RP-14 

Sales Features: Two-way reversible 
pug, gives 2 heats — 330 watts 
“high” and 120 watts “ow”; a.c. 
or d.c.; may be used for roasting, 
baking, stewing and frying; black 
baked-on enamel finish; chrome 
bands,. red and chrome nameplate 
and aluminum lid.—Electrical Mer- 
chandising, October, 1937. 


¥ 





MANNING BOWMAN Waffle 
lron 
Manning, Bowman & Co., 
Meriden, Conn. 


Device: No, 2525 twin waffle iron. 
Description: Bakes 2 waffles at once; 


+ in, square aluminum grids; ex- 


panding hinges; bottom tray catches 
overflow ; 600 watts; overall size 14 
in. long, 8% in. wide, 42 in. high. 

Price: $7.95—Electrical Merchandis- 
ing, October, 1937. 
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ALL AND HOLIDAY CAMPAIG 









Look 
ef CHRISTIAN 


UD ie ALD 


gest advertising cam- 
from November 6th to 
er ber 18th . . . a four- 
list of other magazines and newspapers, billboards, displays—the 
it will be physically impossible for us to meet the trade’s orders. 


PACKARD 
@ An announcement 
paign in their history. 
te _° 4 December 18th and 
Vi AGAZI NES % * | >. then the back cover in 
color spread in eee Esquire on Lektrolites, and in the same 
total amount expended will double our appropriation of 1936... 
Sincerely and urgently we advise you to order early and order 


and a warning! Pack- 
It includes 7 pages in 
four colors for Decem- 
issue, a four-color page on Packard Lektro-Shaver, climaxing a cam- 
... AND... this year, as last year, history will repeat itself. 
= 7 . P large—and avoid disappointment. 


and | ££ ee 
' 1 : i ard Lektro-Shavers and 
. — » Lektrolite Lighters are 
; ’ @ } * embarking on the big- 
Liberty, every week 
ber 25th, out Decem- 
paign that includes every 1937 issue of Esquire! There’s also a long 
By the beginning of December, when holiday buying gets under way, 
PROGRESS CORPORATION, 521 FIFTH AVE., NEW YORK, N. Y. 





A steady barrage of powerful, big-space ads in a long list of national 
magazines—including Liberty, Life, Collier’s, Esquire, Coronet, Time, 


Look, College Humor, Good Housekeeping, Fortune, Vogue, Christian © New Merchandise ® 
Herald, etc. 


PACKARD LEKTRO-SHAVERS 


* 

(left) The stand- 
ard model is 
being delivered 
with our new, 
vastly improved 
shaving head. 























* 
(right) The col- 
ored models at 
new low prices 
are inade in new 
materials, fea- 
turing new, bril- 
liant colors. 


ACRAMENTO BEE 








Pon qi; ap ‘ Ne . 
ull Page Of Wi itt 


rephotos of War In Ching 
































* 

(left) The acces- 
sory kit offers 
many new re- 
finements. 


Commanding ads in 95 newspapers from coast to coast—reaching every 
important trading area will tell the Lektro-Shaver and Lektrolite story 
to millions. 





—and 


LEKTROLITES! 


The entire Lektrolite line has been newly 
designed for quicker eye-appeal, greater volume 


selling. Ask for our catalogue—or write your 
jobber. 





PACKARD 











LEKTRO 
SHAVER 


¢ RqUMD HEAD 





susist On. TH = 


(right) The New 
Glolite, Junior 


ss 





e& 

(left) The new 
$3.50 Plastique 
—3 months on 
a filling 


Big, dramatic 24-sheet posters on billboards at heavy traffic points will 
help boost demand. 





DISPLAY A rich assortment of window and inside displays—featuring 
typical “Progress Showmanship” is in preparation—will shortly be available. 
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Faries 


GUARDSMAN 
Jr. 


Faries Guardsman lamps protect sight .. . 
avoid eye-strain . . . and conserve energy. 
Due to their patented design, these efficient, 
modern lamps eliminate glare and reduce 
shadows to the minimum. They shed a bright 
yet restful light having the texture of day- 
light, with proper distribution to all points 
on the lighted area. Faries lamps retain thétr 
original beauty for they are made of brass 
with electroplated finishes which dignify and 
harmonize with other furnishings. They come 
in a variety of styles, as: desk top, clamp-on 
desk, and floor models ... 
seen to be appreciated. 


Model 2242 
List $11.00 


they must be 


Advertising, now being placed in publications read by 
business executives, features these lamps. Stock them now 
and make your share of these sales! 


MANUFACTURING CO. 
and S. Robert Schwartz Div. EM 


By Invitation Member 






DECATUR 
ILLINOIS © 


WARRANT 
of QUALITY 











It is one thing to obtain a resistance alloy Accurately 


to fit the application ... the vital factor is to sustain 


this accuracy each production day of each produc- 


tion year... the consistent uniformity of “Nichrome’ 
V is one reason for its world-wide adoption as the 


heating element material. 


DRIVER-HARRIS CO., HARRISON, N. J. 
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ROYAL ROCHESTER Urn Set 


Robeson Rochester Corp., 
Rochester, N. Y. 


Model: No. 17171 Queen Mary coffee 


urn set. 


Sales Features: “Signal-control” times 


the period of percolation regardless 
of number of cups brewed to give 
equal strength coffee every time; 
set includes sugar and creamer and 
tray in “silver-chrome finish”—2- 
tones, gleaming chromium with in- 
laid panels of dull finish —Electrical 
Merchandising, October, 1937. 





HANKSCRAFT Vaporizer 


The Hankscraft Co., Madison, Wis. 


Model: No. 699 automatic vaporizer. 

Description: Hangs on edge of glass 
of water and is plugged into a.c. 
outlet; porcelain cup at top of 
vaporizer holds cotton soaked in 
medicant; steam is produced which 
picks up medicated vapors; current 
shuts off automatically when water 
level reaches bottom of tube; pink, 
blue or ivory finish. 

Price 95¢.—Electrical Merchandising, 
October, 1937. 





WESTINGHOUSE Hostess Sets 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Models: Fiesta Ware Hostess sets: 


No. SRC-14, Grill set; No. PMS-4 
coffee making set; and No. TRS-34 
toaster set. 


Sales Features: Grill set consists of 


sandwich grill with flexible hinge 
which permits toasting any thick- 
ness of sandwich; top grid folds 
back for extra grilling space; 800 


watts ac. or d.c.; 5-ply walnut 
veneer wood tray and four 6 in. 
plates, marmalade jar, mustard jar, 
salt and pepper shaker, butter dish 
and relish dish in colorful Fiesta 
pottery; bread board and _ knife- 
spatula; tray stand may be had at 
slight additional cost. 





Coffee making set consists of new 
8-cup glass coffee maker with 2- 
heat control; 4 cups and saucers, 
creamer and sugar in Fiesta-ware 
pattern; 5-ply walnut veneer wood 
tray at slight additional cost. 

Toaster set consists of turn-over 
toaster; 500 watts; 5-ply walnut 
veneer tray and 3 Fiesta-ware dishes 
for butter, jelly or relish—Elec- 
trical Merchandising, October, 1937. 





CROSLEY Washer 


Crosley Radio Corp., Cincinnati, O. 


Model: Crosley Savamaid square tub 
model H-717. 

Sales Features: Tub, white porcelain 
enameled inside and out, holds 23 
gals.; rubber cushioned; deep splash 
rim; removable invertible type 
aluminum agitator with 3 wings 
combines “top” and “bottom” wash- 
ing methods; automobile type agi- 
tator control lever; streamlined 
Lovell wringer with soft rubber 
rolls 12 in. x 2% in. adjustable 
pressure; automatic safety clutch 
stops both rolls when pressure is 
released; + h.p. heavy duty motor 
mounted on rubber and insulated 
to prevent vibration ; sealed mechan- 
ism has ball-bearing drive.—Elec- 
trical Merchandising, October, 1937. 
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MANNING-BOWMAN Coffee 
Makers 


Manning-Bowman & Co., 
Meriden, Conn. 


Models: Harmony, Pioneer, Puritan 
coffee makers and Pioneer and 
Harmony service sets. 

Description: All models are available 
in 7 and 9 cup capacities; 550 watt 
stove with bottom draft for fast 
cooling; white porcelain filter. 
Harmony model has a hand deco- 
rated line motif on glass bowls; 
Harmony and Pioneer have cup 
capacities indicated on lower bowl 
and an “on-off” switch on cord. 
Pioneer coffee service consists of 9 
cup Pioneer coffee maker, chromium 
finished sugar and cream set and 
an 18 in. chromium tray with wal- 
nut trim. 





Harmony coffee service consists of 
7 cup Harmony coffee maker, 8 
crystal demi-tasse cups and saucers; 
crystal sugar and creamer; 2 crystal 
cigarette holders and 4 ash trays on 
a 16x24 in. chromium trimmed 
micarta tray with crystal handles. 

Prices: Harmony 7 cup, $8.95, 9 cup, 
$9.95; Pioneer 7 cup, $6.95; 9 cup, 
$7.95; Puritan 7 cup, $4.95, 9 cup, 
$5.95; Harmony service set, com- 
plete, $17.95; Pioneer service set, 
complete, $39.95.—Electrical Merch- 
andising, October, 1937. 








KNAPP MONARCH Vaporizer 
Knapp-Monarch Co., St. Louis, Mo. | 
Device: Professional vaporizer No | 

1000. 
Description: Automatic switch snaps 

off when vaporizer boils dry; sepa- 

rate cup tor medicated cotton; 
steam passes through cup, making 

it unnecessary for medicinal liquid 

to come into contact with inside 

water chamber; directional spout 
adjustable to direct steam in any 
desired direction; white enamel 
carrying handle; non-rusting, non- 

breakable polished aluminum; 450 

watts, 150 volts, ac. only.—Elec- 

trical Merchandising, October, 1937. 


Shorter working hours for refrigerator 
compressor motors! That’s a labor 
platform favored by every house- 
holder. More ice cubes in less time 
mean smaller figures in the “You owe 
us” column of the electric bill. You 
earn staunch supporters by the refrig- 
erator living up to that promise. 

Say of an ice tray, “It’s made of 
Aluminum,” and you’ve told Mrs. 
Refrigerator Prospect that economy 
isn’t a promoter’s empty promise. 
Aluminum trays and ice cube grids 
give their whole-hearted cooperation 
to speeding up ice-making operations. 
They oust heat in a hurry and, presto, 
you have another round of cubes. 

That’s why I.M.O.A.* is of so 
much interest to the purchaser of 
a refrigerator. ALUMINUM COMPANY 
OF AMERICA, 2160 Gulf Building, 


Pittsburgh, Pennsylvania. 































Trays and ice cube grids of Aluminum 


are now used by most manufacturers. 


ALCOA:-ALUMINUM 
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RESALE MERCHANDISE Sold by 


Electrical Wholesalers’ Salesmen (1935-1936) 


Counter Merchandise: Batteries: Dry Cell, Flashlight. 
Radio; Flashlights, Decorative Lighting Outfits, Moulded 
Specialties, Plugs, ete., Misc. 

| 
| 


fans: Desk and Bracket, Ceiing and Co'umn, Houschold 
Ventilating, Portable Fan-Operated Heate-s 

Heating Appliances: Cookers (660 watt or less): Heaters 
and Radiators; Heating Pads; Hot Plates; Grills; Irons; 
Domestic Laundry; Percolators; Toasters; Waffle Irons; 
Other Heating Appliances 


Incandescent Lamps: Large, Miniature 


Radio: Receiving Sets, Home Talking Picture Machines; 
Radio Tubes; Loud Speakers (not in sets), Radio Accessories 
and Parts. 

mapon and Water Heaters: Ranges, Domestic; Water 

eaters 


Refrigerators: Domestic 


Residential Lighting Equipment: Fixtures, Portable 
Lamps, Sun Lamps 

‘Taytae and Toys: Trains and Accessories, Other Electric 
oys 


Vacuum Cleaners: Floor Type, Hand Type 


Washing and mening Machines: Clothes Washing Ma- 
chines; Ironing Machines; Drying Equipment, Domestic. 

Other Motor Driven Appliances: Kitchen Power Units; 
Beaters, Mixers, Extractors, etc.; Dish Washers, Floor 

Polishers, Utility Motors, Misc. 


Total Sales — 1936 
— 1935 





Estimated Sales, 1937 


289,974,230 


3,407,900 
2,726,300 


13,112,100 
8,405, 200 


19,076,100 
14,673,900 


43,063,500 
39,873,600 
38,396,300 
24,771,800 
24,291,600 
17,106,700 


36,337,600 
28,839,400 


11,718,100 
7,812,100 


689,500 
480,500 
6,11°,400 
4,934,200 
13,765,200 
10,924,800 
5,128,300 
4,506,400 


$223,057,100 
171,468,000 





APPLIANCE MANUFACTURERS 








A new, direct route to 
greater appliance sales 


in 1938 


Get your share of the electrical 
wholesaler’s salesman’s time—and 
you'll get your share of his sales! 




















































A McGRAW-HILL PUBLICATION 


330 WEST 42nd STREET 


Last year, in the cities of Milwaukee 
and Cleveland, for example, 83 
wholesaler salesmen sold, through 
their dealers, 30,760 electric roast- 
ers, 35,245 refrigerators, and 2,452 
ranges. 


Such a record can only be the re- 
sult of aggressive selling. Every day, 
wholesaler salesmen sell appliances 
to thousands of dealers and utilities. 
And they sell the lines that they 
know most about—that have been 
sold to them by far-sighted manu- 
facturers. 


NOW there is a better way to get 
your share of this salesman's time 
and sales. Starting in January, 1938, 
Electrical Wholesaling becomes “The 
Whelesaler's Salesman." From cover 
to cover this publication will be 
speeded up to meet the needs of 
today's fast-moving salesman, and to 
help him in his work. 


An editorial feature section, "Selling 
Appliances," will be exclusively de- 
voted to this specialized form of 
sales work. Photos, sketches, and 
short, snappy comments will go right 
to the heart of this problem, and 
answer the salesman's need for up- 
to-the-minute data. 


Here, obviously, is a direct route to 
greater sales in 1938 for the appli- 
ance manufacturer. We will be glad 
to show a complete dummy of THE 
WHOLESALER'S SALESMAN and 
give further details. 


NEW YORK, N. Y. 


—e 
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THE PRODUCT PARADE 











REXAIR Cleaner 


Rexair Inc., Fisher Bldg., Detroit, 
Mich. 


Device: Bagless vacuum cleaner, and 
air conditioner washes, purifies and 
humidifies air with water; no bag 
to empty or throw away. 

Description: Base holds 2 qt. water to 

which can be added a few drops of 
germicide; has water lift of 50 
inches; attachments include floor 
tool, upholstery nozzle, radiator 
tool, wall brush, insect sprayer, and 
dusting brush. 
Rexair may also be used to cir- 
culate and wash air in home by 
using Rexair without hose attach- 
ments; evaporation of water ap- 
proximates 1 pt. per hr. 

Price: $79.50.—Electrical Merchandis- 
ing, October, 1937. 





GE Comforter 


General Electric Co., Appliance & 
Mdse. Dept., Bridgeport, Conn. 


Models: Two models—a light weight 
camel-hair color flannel bound in 
contrasting shades with a wired area 
of 48x72 in. for household use and 
one of white cambric 49x73 in. for 
hospital and sanatorium use. 

Description: Low voltage wires with 
special waterproof insulation; trans- 
former reduces ordinary 110 volt 
current to 23 volts; special thermo- 
stat in form of rheostat is located 
in control box placed at head of 
bed, dial is calibrated for various 
temperatures; 6 additional thermo- 
stats located throughout blanket’s 
wired area are additional precau- 
tionary devices; control unit on both 
models designed in ivory metal alloy 
with gold trim; quilted coverings of 
Celanese taffeta in several colors 
and a slip cover of preshrunk cot- 
ton crash are available—Electrical 
Merchandising, October, 1937. 


HORTON Washer 


Horton Mfg. Co., Fort Wayne, Ind. 


Device: Kleenette “personal washer” 
to be attached to any Horton washer 
model back to 1928. 

Sales Features: Fits over agitator shaft 
of Horton washer; requires only two 
tea kettles of hot water; no moving 
parts, gentle action makes it pos- 
sible to launder fine fabrics, sheer 
stockings, etc.; recommended for 
dry cleaning with non-inflammable 
fluids, for dyeing and tinting and 
for washing and sterilizing baby 
clothes, as it can be lifted from 
washer to stove for boiling. 

Price: $10.—Electrical Merchandising, 
October, 1937. 
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CROSLEY Intercommunicating 
System 


The Crosley Radio Corp., 
Cincinnati, O. 


Model: Chattabox. 


Description: 2-way loud speaker com- 
munication system for use between 
departments in large organization 
or between rooms in home; 2 meth- 
ods of operating 2 or more units— 
by connecting power cord of each 
unit into power receptacle or by 
use of a direct wire connection 
where privacy is desired; self-con- 
tained; sliced walnut cabinet; 14 in. 
high, 11 in. long, 6% in. deep.— 
—- Merchandising, October, 
1937. 
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BURGESS Flashlight 


Burgess Battery Co., Freeport, Ill. 

Device: “Ready-Spot” prefocused flash- 
light. 

Description: Pre-focused lamp; stream- 
lined styling; chrome finish; spare 
lamp compartment in end cap; lock- 
ing switch action.—Electrical Merch- 

andising, October, 1937. 
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Marion 
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THE STRAIGHT LINE 
TO RANGE PROFITS 





@ Interchangeable and optional features in Marion Electric Ranges give 
dealers a complete line—to meet every sales opportunity — with a minimum 
investment for stock. 


In-built quality, exceptional convenience, smart modern lines—at amazing- 
ly reasonable prices—are the sound bases upon which Marion dealers are 
building genuinely profitable range business. 


e@ Right now is the time for you to investigate the Marion opportunity. With- 
out obligation we'll gladly send complete information about this straight line 


to range profits. Write today. 


RUTENBER ELECTRIC CO. « MARION, IND. 


MANUFACTURERS OF ELECTRIC RANGES (ontinuously FOR 25 YEARS 











Do You Recognize This? 


Of course you dol 
and Stamping Roaster. 





It's the new National Enameling 
For the heating element, 


Nesco engineers chose 


Just another of the 
leading electrical appli- 
ances using “TOPHET" 
—the product made 
and endorsed by the 
pioneer — for their ele- 
ments. 


at one time. 





The long-life, uniform-heat alloy. And it's the logical 
choice for this roaster that cooks a complete meal 
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CAN SHOW YOU 
AN EXTRA PROFIT 
ON EVERY SALES 
CONTACT YOU MAKE 


NEW SALE... 


Your showroom's the first 
place to put CoNICE to 
work for you! Install them 
in all your floor models; 
demonstrate their greater 
convenience; describe their 
faster, purer freezing.. 
they'll make your selling 

loads easier and enable 
you to tack on extra profit 
on every sale. 





OLD SALE... 


| Take CoONICE TRAYS along 
with you on all your “follow- 
up’ calls. Recent buyers of 
new refrigerators will wel- 
come the added advan- 
tages they offer.. and not 
only will you keep them 
sold on your service, but 
whot you make on the re- 
placements will be well 
worth the effort. 


NO SALE... 


In calling on prospects, 
you'll find CoNICE will 
serve as a remarkable 
“door opener”. But, if the 
prospect isn't ready to buy 
on entirely new box, you 
can still sell her CONICE, 
and at least get some profit 
out of the time you spent. 








Send for full details and 
place a trial order NOW! 


CENTROID 
INCORPORATED 


13000 ATHENS AVE CLEVELAND, O 
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VICTOR Ventilators 


Victor Electric Products, Inc., 712 
Reading Road, Cincinnati, O. 
Model: New Master In-Built ven- 
tilators models VS-32 and VS-353. 
Description: Telescopic sleeve makes 
possible continuous duct through 
entire wall thickness; chain oper- 
ates motor and outside shutter; 
blades, 8 in. diam.; capacity, 400 
c.f.m.; interior grill 114 in. diam.; 
l-piece louvre streamlined opens 
under spring tension and_ seals 
tightly against outside panel when 
closed; induction motor, no radio 
interference, 110-120 volts, 50-60 
cycles a.c.; 35 watts; silchrome fin- 
ish.—Electrical Merchandising, Oc- 

tober, 1937 





HERMAN NELSON Aijr Furnace 


The Herman Nelson Corp., 
Moline, Ill. 


Device: New series of gas burning air 
conditioning furnaces. 

Description: 3 sizes: No-500, N-1000 
and N-2000 with 100,000, 125,000 and 
150,000 btu output respectively; in- 
duced draft fans provide discharge of 
spent flue gases, overcoming defects 
of chimney construction or any 
down-draft condition and prevents 
delivery of flue gases into base- 
ment; logarithmic spacing of heat- 
catching fins inside and out flue 
passages assures uniform tempera- 
tures over entire bonnet area, pro- 
viding low stack temperatures, con- 
servation of fuel and heat radiation 
efficiency of larger size unit; 
equipped with quiet, smooth oper- 
ating air circulating fans and Dus- 
top, glass wool filters; Kant Klog 
spray type humidifier operates only 
when furnace is on and air is being 
circulated through registers; sum- 
mer cooling and dehumidification 
may be included at time of installa- 
tion or later by addition of Herman 
Nelson cooling coil and condensing 
unit; gray opalescent baked enamel 
cabinet with stainless steel trim.— 
Electrical Merchandising, October, 


AIR CONDITIONING EQUIPMENT 
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ELECTRO Humidaire 


Electro Heater Mfg. Ce, 
Duluth, Minn. 


Device: Humidifiers for basement and 
portable use. 

Description: Basement model is hung 
to ceiling rafters, connected with 
domestic water supply (warm water 
preferred), flexible pipe from top 
of humidifier through to floor out- 
let under radiator; float valve keeps 
water supply constant; 125, 250 and 
500 watt element provides humidity 
from surface of water; 3-heat 
switch controls amount of humidity 





for mild, medium or severe weather 
conditions; 22 in. long, 9 in. wide, 
19 in. deep; gray enamel finish; an 
indirect steam heater is used in- 
stead of element for steam heating 
plants. Portable humidifier holds 3 
gal. water; draws air from front 
or top of radiator or hot air duct; 
2-speed fan blows hot air along 
flannel cloth, 25 sq.ft. stretched over 
wire rack and saturated with water: 
indicator marked “empty” and “full” 
with 1, 2 and 3 gal. markings; to 
deodorize, cloth is removed and 
chemical added to water.—Electrical 
Verchandising, October, 1937. 





MINNEAPOLIS-HONEYWELL 
Water Circulator 


Minneapolis-Honeywell Regulator Co., 
Minneapolis, Minn. 


Device: M403A direct drive water 
circulator to speed up circulation in 
hot water heating systems. 

Description: Operates alone in con- 
junction with heat source or with a 
flow-valve to provide fully auto- 
matic summer-winter hot water 
control; when used with flow-valve 
the rise and fall of pressure in- 
duced by starting and _ stopping 
circulator under thermostatic con- 
trol causes flow-valve to open and 
close off respectively, the water 
circulation to the heating system, 
thus maintaining uniform room 
temperature level; quiet operation; 
belt drive models also available.— 
Electrical Merchandising, October, 
1937. 
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PATENT 
WARNING 


SAMSON SAFEFLEX 
RUBBER-BLADED 
ELECTRIC FAN 


Now covered by U. S. Patent 
No. 2,095,223 


SELL ONLY LEGAL SAMSON 
RUBBER-BLADED FANS 


Infringing rubber-bladed 
fans will be prosecuted 


to fullest extent of the law. 


SAMSON -UNITED CORP. 
ROCHESTER, N.Y 
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SILENTAIRE Cleaner 


H. J. McAllister Co., 2306 N. Knox 


Ave., Chicago, Ill. 


Device: Bagless vacuum cleaner. 
Selling Features: Quiet, oilless 4 h.p. 


Black & Decker motor; a drawer 
instead of dust bag catches dirt and 
is easily removed and emptied; 
other features are a power moth- 





ema BATTERY 
BM DEAD AGAIN! 


Now —IT’S EASY 
AND PROFITABLE TO 
SELL THESE FOLKS... 


People who won’t spend the 
money for a big light plant 


co. proofing unit; quick change from and a bank of batteries, buy 
etal rug to attachment cleaning; an TINY TIM like hotcakes when 
ine aerator unit; and a wand and nozzle you show them how it operates 
that gets under low places.—Elec- 8 to 13 electric lights and the 
trical Merchandising, October, 1937. ; - 8! 
radio, all with a single 6 volt 
A v battery. 
te The striking beauty of the K-M Tel-A-Matic Toaster 
ee attracts women like a magnet—and the unusual 





<n 








features build profitable sales for you. This fully 





The TINY TIM dealer in Elk, 


: ; Washington, sold 220 in a 
<4 automatic appliance toasts two slices on both sides h! 
ay at once—with a choice of 8 shades of toast, every month. 

“a slice uniformly perfect! The K-M “Magic Eye” The K-M Food Mixer is — 

glows while toaster is operating and automatically a speedy, dependable, No competition. Only TINY 

: signals when toast is done—but the slices do not wonder-worker—an amaz- TIM has the Controlled Volkt- 

| pop up to get cold. ing value that your cus- age Generator and the Auto- 

gs | The Tel-A-Matic Toaster is another one of the tomers will appreciate. . f * 

See] K-M Family Circle of Appliances to be advertised Good profit for you, of matic B youtan for Sale, eco 

} to 30 Million Readers this Fall and Winter! course. nomical, convenient operation. 





KNAPP-MONARCH CO., St.Louis, US». 











BY HORTON 
The New Personal Washer 










washings; for 
laundering fine fab- 
rics; for dyeing and 
tinting; for steriliz-— 
ing and bleaching; 
for dry cleaning (in 
non inflammable fluid) here is the modern wonder of 
washing machine development. 

Every woman wants Kleenette the instant she sees what 
amazing help it gives her. No more “dunking” filmy gar- 
ments in the basin—no more “wash bowl hands.” 


| 





WESTINGHOUSE Heating Pads 


Westinghouse Electric & Mfg. Co., 


Mansfield, O. 


| Model: WP-174 heating pad. 
Sales Features: 3 separate thermostats 


provide 3 thermostatically main- 
tained temperatures; 3-heat switch 
selects heat; maroon and white re- 
movable, washable terry cloth cover 
with extra water-proof sack for wet 
application; non-radio interfering; 
12x15 in.; 60 watts; packed in 


colorful knitting tube—Electrical 


Merchandising, October, 1937. 
Vv 





KLEER-VU Illuminated Mirror 


Pickwick Metalcraft Co., 11 W. 42nd 


St., New York City. 


Device: Illuminated mirror for shav- 


ing and make up, etc. 








NATIONALLY ADVER- 
TISED and guaranteed by Cow 
tinental Motors! Models as 
low as $45. No coupon deals 
—you make a FULL PROFIT 
on every sale! 


Get started NOW! We'll send 
complete details on a COM- 
PLETE line of battery chargers 
you can sell—and SHOW 
YOU HOW TO SELL THEM! 
Mail the coupon TODAY! 


>, Jiny Tim 
BATTERY CHARGERS 


6, 12 AND 32 VOLT 
MODELS 


CONTINENTAL MOTORS CORP.. Dept. EM-10 
DETROIT, MICHIGAN 


é : les Features: Wi ‘ RUSH TINY TIM 

Right now, Mr. Dealer, get the whole story of the big ae ee Seen iiveantne FREE! 
sales possibilities in this new Horton development. Wire on all sides of mirror without glare UOMO ..ccccccapcese bees bidesinienbesenideoseens 
or write at once. or shadows; for travel, theatrical Address 





make-up, or as a night or bathroom 


HORTON MFG. CO., 1002 Osage St., Fort Wayne, Ind. 
light; available in white, green, 


pink or ivory. 
HORTON WASHERS-IRONERS SINCE 1871 Price: $1—Electrical Merchandising, MAIL THIS COUPON TODAY! 
ctober, ; 
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Parts, 







UNDISPLAYED RATE: 


$1.00 per line per insertion. Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 





SERVICES 
AND Accessories 


DISPLAYED RATE: 


1 inch $12.00; 4 inches $11.50 per in.; 8 
inches $11, 60 per in.; 12 inches $10. 50 
per inch. (An advertising inch is 
measured vertically on one column. 
There are 4 columns—48 inches to a 
page.) 






























1728 S. Michigan Ave., 
BRANCHES _NEW YORK: ST. LOUIS 


HARRY ALTER’S. 


We protect the Dealer 
Write on your letterhead 


THE HARRY ALTER COMPANY 








Chicago 
CLEVELAND 


















FREE tomo 





CATALOG 


94 pages of use- 
ful information 
for dealers, re- 
poir men, ser- 
vice shops! 


VACUUM CLEANER PARTS 







Repairing! Rebuilding! Make Money 
All Work Guaranteed! Selling Re-New 
Quick Service! Sweepers! 


RE-NEW SWEEPER CO. emer, 
29 i Ricer Ave we, "es 
etroit, Mich “ng 








ARMATURE 
REWINDING 


Motor Repair—All Types 
We stock vacuum cleaner parts 
Write for prices and Catalog 
WILLMAN ELECTRIC CO. 

12506 Dexter, Detroit, tot 



















$500,000 GENUINE 

MAJESTIC-GRIGSBY GR 
REFRIGERATOR & 
RADIO PARTS. GUARAN- 
2000 REFRIG- TEED 18 MONTHS. 
ERATOR SEND FOR PRICE LIST. 
UNITS G & G GENUINE MAJESTIC RE- 
FRIGERATOR & RADIO PARTS SERVICF 


5801 W. DICKENS AVE. CHICAGO, ILL. | 



























Pads, Covers and Bags 


Electric mangle pads and covers, all types. 
Washing machine covers, fan covers, electric 
heating pads, vacuum cleaner bags—all types. 
Ohio Textile Specialty Co., W. 54 Street, 


Cleveland, Ohio. 


“KEEP IT RUNNING ™ 


Satisfactory operation is a real contribution to 
customer satisfaction. Keep it running,” and 
she'll come back. It’s the repeat sales that count. 


Parts, Services and Accessories can play an 
important part in building your business. It can 
keep you posted on where to obtain your require- 
ments in keeping your customers’ appliances in 
good running order. 




























(Classified 





UNDISPLAYED 


15 Cents a Worp. Minimum Cuarce $3.00 

Positions Wanted (full or part time salaried 
employment only) % the above rates 
payabie in advance. 

Bea Numbere—Care of publication New 
York, Chicago or San cisco offices 
count as 10 words. 

Discount of 10% if full payment is made 
im advance for 4 consecutive insertions. 





SEARCHLIGHT SECTION 
evtorment ; “OPPORTUNITIES” : susiness 


RATES —— 


Ad ttet 
ea MERCHANDISE 


DISPLAYED 


Individual Spaces with border —— 4 for 
posemnent display of advertisements 

BORED ccccccccccccecocccce $8.00 

2 or 8 inches......cccccece 7.80 per inch 

4 to 7 inches J 

8 to 11 imches............. 7.40 per iach 

An advertising inch is measured enstieaiiy 
on a column—4 columns—48 inches to a 
page. Oontract rates on reques 






























READ 


‘How to Make People Buy Specialties’’ 


This new text by James Maratta tells how to 
quickly convert prospects into buyers. Over 400 
sales organizations using it. Chock full of 1937 
successful methods. Send $1 to Council For The 
Improvements of Specialty Selling, 185 Madison 
Ave., New York City. 


























Vacuum Cleaners For Rebuilding 


We carry a large stock of nearly all 

makes and models, 

AS 1S—TRADE INS—CLEAN AND COMPLETE 
Write for Quotations. 


ACE APPLIANCE CO. 
3012 Cermak Road CHICAGO, ILL. 








ARMATURE 
REWINDING 


SPECIALISTS 
$1.00 end Up 

Fractional h.p. Portable Tools, Vacuum Cleaners 
34 hour service 


PRICE LIST ON REQUEST 
ELECTRIC UTILITIES CO. 
$10 Washington St., Boston, Mass. 








REPRESENTATIVES WANTED 


MANUFACTURERS REPRESENTATIVE 

wanted on commission basis to sell Job- 
bers, Department Stores, Premium Buyers in 
all cities. RW-493, Electrical Merchandising, 
520 No. Michigan Ave., Chicago, III. 








JOBBER’S SALESMEN WANTED in cities 

of 50,000 and up on a commission basis. 
RW-494, Electrical Merchandising, 520 No. 
Michigan Ave., Chicago, Ill, 


RADIO IN IT’S ENTIRETY! 


“B-A" serves the trade with every need in 
radio—complete 160-page catalog of na- 
tionally known radio receivers, public ad- 
dress, parts, supplies and equipment. Or- 
ders shipped same day received. 


COMPLETE CATALOG AVAILABLE Perey’ 


al 


BURSTEIN-APPLEBEE CO. scansus vite’ ns 





New ‘‘SEARCHLIGHT’’ Advertisements 


must be received on Oct. 29 to appear 
in the issue out the following month. 
Address copy to the 
Departmental Advertising Staff 
Electrical Merchandising 
330 West 42nd St., New York City 
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in the 
ONE MINUTE 
GASOLINE ENGINE 


WASHER 


(Powered by Briggs & Stratton 
as Engine) 


An Extremely Profitable 
Appliance for the 
Fall Market 


Bountiful crops, good prices 
and’ the famous One Minute 
Gasoline Engine Washer pre- 
sent an opportunity for the 
alert dealer to take advantage 
of the tremendous profit pos- 
sibilities in the rural market in 
addition to the urban market on 
electric washers. 


The One Minute farm model 
washers afford an attractive 
appliance for campaigning 
thruout the remainder of the 
year. These fine washers pos- 
sess the same beauty of design, 
perfection of construction and 
all round dependability as the 
famous One Minute electric 
models. 


Write for 
Complete Information 
and merchandising plans 


ONE MINUTE 


WASHER Co. 
Washer Craftsmen since 1898 
Newton, lowa 

















Telling the Architects 





meantime counting her steps in full 
view of the audience. This was fol- 
lowed by the view of a modern “archi- 
tect planned” kitchen, in which the 
same menu was prepared but steps 
were reduced to a minimum by skillful 
utilization of the principle of estab- 
lishing work centers. Other features 
of kitchen planning were also com- 
mented upon and attention was called 
to the two records of the number of 
steps required to carry out the same 
program in the two kitchens. 

The lighting story was told by 
means of practical demonstrations and 
lantern slides, with an accompanying 
lecture. No attempt was made to pre- 
sent a fixture display, but modern 
methods of lighting were shown as 
made possible by wel! designed equip- 
ment. 

The use of the light meter showed 
how it was possible to make tangible 
the limits of good and bad lighting, 
which the unaided eye found it diffi- 
cult to distinguish. By shifting the 
degree of light in the auditorium and 
finally adding slowly the indirect 
lights to their full capacity the ad- 
vantages of modern lighting methods 
were graphically illustrated. The sub- 
ject of lighting for the home was then 
take up, dimming the house lights and 
raising the curtain to show a home liv- 
ing room. Here the advantages of 
shaded fixtures over exposed lamp de- 
signs was demonstrated, and a mod- 
ern fixture illustrated what could be 
done with control of quantity of light, 
diffusion and flexibility. I.E.S. lamps 
of all types were used with a light 
meter to show how light was fur- 
nished for the various needs of seeing 
in the home. Medicine cabinet lights, 
house number lighting, outdoor flood- 
lighting, built-in panels, cornices and 
other special lighting possibilities were 
shown. This was followed by slides 
of before and after scenes in the 
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relighting of several dining rooms, 
bedrooms and living rooms. A brief 
discussion of rates provided data in- 
dicating the low <ccst of the use of 
adequate light. Some laboratory de- 
velopments showing new types of 
lamps and a few experiments in light- 
ing without wires furnished an inter- 
lude of entertainment. 

This was followed by a brief con- 
sideration of factory lighting, com- 
mercial lighting, school lighting; plus 
such general considerations as the re- 
flecting powers of paint, photo-cell.con- 
trol and the use of light for decora- 
tion. Special attention was paid to 
the possibilities of glass bricks, lumi- 
nous panels and floodlighting in archi- 
tectural effects. 

The wiring portion of the program 
was entitled “Houses to Homes” and 
was presented by a speaker who used 
charts and whose words were inter- 
rupted from time to time by other 
characters who presented dramatically 
some special phase of the subject. 
Likening the wiring of the home to 
the arteries which furnish life blood 
to the human system, the speaker com- 
pared the inanimate architect’s draw- 
ing of a home and the picture of a 
beautiful but lifeless young lady. A 
vivacious and very much alive young 
woman stepped through the picture, 
however, and thereafter became stage 
assistant to the lecturer. Talking as 
if, in succession, he were advising the 
home owner as the electrical industry 
might have done in 1917, 1927 and 
finally 1937, the speaker brought out 
very clearly the advancing use of elec- 
tricity and the need for foreseeing fu- 
ture developments by providing ade- 
quate wiring. A man and wife who 
entered while the 1937 talk was pro- 
ceeding, furnished the home owner’s 
angle to the situation, by asking ques- 
tions about convenience and economy 
of good wiring layout. 





“HE'S BEEN PESTERING US ALL THE WAY ACROSS OHIO TO BUY AN 
ELECTRIC RANGE" 
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ATLAS 


FLOORMASTER 
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ALERT DEALERS verywhere are 
realizing the gigantic strides floor clean- 
liness education has made. PREPARE TO 
MAKE MONEY on the floor maintenance 
business that has now begun to sweep 
the country! Homes, stores, banks and 
innumerable institutions . . . where floor 
cleanliness is essential . . . are YOUR 
UNLIMITED FIELD. —— 

The ket is i and practically 
“untouched.” GET THE FACTS on this 
new source of profits coupon today! 

SSSSSSSSSSSSSSSSSSS ESE E EEE See eee 

Send me full particulars on your § 
Special Dealer Discount Plan. EM-10-37 ® 














Atlas Floor Surfacing Mach. Corp. 


216 East 341TH Srreet - New York, N.Y. 


Newark + WESTCHESTER PHILADELPHIA 

















Choice of the LEADERS 


More than fifty of the largest Na- 
tional manufacturers have chosen 
SCHELBRO for their sales coach 
fleets. Among the famous prod- 
ucts “sold on wheels” the SCHEL- 
BRO-way are: ABC, Easy, Thor 
and Voss washers: Stewart- 
Warner, Motorola, Crosley, Philco 
and Zenith radio; Knapp-Monarch 
and Fairbanks-Morse appliances; 
Parker pens; Valvoline oils; Phil- 
gas; Dennison; Gellman slicers; 
Graton and Knight belting. 


We'll gladly send you catalog 
and quotations on request 


SCHELM BROS., Inc. 


The ONLY manufacturers of 
Cc cial C exclusively 


PEORIA 
ILLINOIS 





- and the LARGEST 
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The pictures for “And now a User Gives Package Air Conditioning His 
OK" were taken by Tom F. Blackburn, Western Editor of Electrical Mer- 
chandising, shown above in action in the Kelvin Home 


LETTERS 


AN IRONER FOR SALE 
lo the Editor: 

I few years ago I had a rather 
amusing experience in trying to pur- 
chase an electric toaster as a gift for 
some friends. This experience was 
relayed to your magazine, and you 
managed to find some use for it in an 
editorial. 

A short time ago I had another ex- 
perience which as time goes on may 
become “amusing” to me. At present 
it isn’t so funny, but I think it is 
typical of the way the average dealer 
sells appliances, and it might prove 
worthwhile for you to use as an edi- 
torial. Here is the experience: 

First the “stage setting’: Having 
two children and one “maid,” who 
helps with the house work, laundry 
is a problem. Being a convert to the 
idea of saving as much work as pos- 
sible by the purchase of suitable 
appliances, I one day surprised my 
wife by sending home an electric 
ironer. This ironer was of the largest 
size with all the automatics, etc., that 
could be put upon it. The dealer from 
whom I purchased it assured me that 
it was the last word—that it would do 
every possible type of ironing. So it 
went home. 

When I arrived home that night I 
found my wife reading the instruction 
book avidly. She pointed out to me 
all the different kinds of laundry 
work that could be done on it. She 
was enthusiastic about the time it 
could save—both the maid and herself. 

Like children with a new toy, we 
eagerly exhibited the ironer to every- 
one who visited our home during the 
next four days. We showed them how 
red lights flashed on; showed them 
pictures of suits, shirts, table cloths 
and “unmentionables” that could be 
ironed so much more quickly than ever 
before. In fact, I think that most of 
our friends figured that with such a 
gadget available they should get one 
and go into the laundry business. 

At the end of four days, however, 
we began to think that perhaps it 
would be a good idea to find out just 
how all these things were done. So I 
called the dealer. He said a man would 
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be out Tuesday morning to give instruc- 
tions. This, incidentally, was on a 
Friday. Saturday afternoon when we 
arrived home from visiting friends for 
a few hours, we found that the demon- 
strator had decided to come that day 
instead of on Tuesday. Inasmuch as 
we were not there and there was no 
laundry ready for him to iron, his 
trip was somewhat of a flop. 

When Tuesday night came and he 
had not shown up, I decided to give 
the dealer another call. He said a 
man would be out the next morning. 

Here is what happened: The man 
came but he had a terrible cold, in 
fact he could only speak in a whisper; 
this bothered both the demonstrator 
and us. After fooling around with the 
ironer for some time he had to admit 
that it had been about three months 
since he had worked one, and he 
couldn’t do more than give us an ele- 
mentary idea of what was to be done. 
This demonstration wasn’t much help. 
None of the pieces he ironed were done 
well—they had to be done over again 
by*hand. However, this didn’t stump 
him. He whispered that learning to 
run an electric ironer was much like 
learning to shave with an electric 
shaver—that it took a couple months 
to get going good. I gathered that 
perhaps the clothes have to have that 
length of time to get over their bad 
habits of the old-fashioned hand iron- 
ing. He was sure that if the maid 
and my wife spent the proper length 
of time fooling around with the ma- 
chine they would probably be able to 
run it in good shape before very long. 

The result: The maid won’t touch 
the thing, because she hasn’t the time 
to learn by “trial and error.” My 
wife, when she found time, did do a 
little experimenting; but I feel that 
even her enthusiasm is beginning to 
wane. Our friends no longer hear 
about our electric ironer. As a matter 
of fact we keep the subject as much in 
the background as possible. For my- 
self, it’s a nice looking gadget, but it 
cost well over a hundred dollars and 
[ could buy a lot of other things for 
that money that would be a damn sight 
handsomer. 

Is this an exceptional case, or is 
this true in general? 
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ADJUSTABLE PRESSURE WHEEL— 
a quarter turn of this wheel 
increases or decreases the 
pressure by about ten pounds. 
Adjustable pressure is abso- 
lutely necessary because dif- 
ferent kinds of fabrics re- 
quire different pressures for 
safe wringing. 


LOVELL POWER ELECTRIC ROLLS 
—hand made with a tough, 
long wearing tread that pro- 
tects the soft cushion. Will 
not break buttons or clasps. 
Lovell is the only maker of 
power-driven wringers in 
the world that manufactures 
its own rolls. 


PRESSURE RELEASE—safe, posi- 
tive, dependable. Operates at 
slightest touch of any part 
of body. Operates on push 
or pull action from either side 
of wringer. Simply designed, 
sturdily constructed. Fully 
covered by patents. All Lovell 
Wringers have safety releases. 
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EATURES THAT MAKE LOVELL A BETTER WRINGER 

















ONE PIECE, SELF-BALANCING PRESSURE SPRING—made of 
oil tempered steel. Pressure applied at the center of 
this spring is distributed evenly over the entire length 
of the rolls. Result? Dries garments evenly! 


LOVELL BEARINGS— 
made of carefully se- 
lected hard wood im- 
pregnated with a color- 
less, soil-less and non- 
flowing lubricant that 
endures for the life of 
the bearing. No oiling 
or greasing is ever required. Lovell bearings are 
absolutely noiseless and will never soil garments. 









RESET LEVER—enables user to 
relock wringer top easily 
after the pressure release has 
been used. Eliminates neces- 
sity of loosening pressure 
screw before replacing the 
top. Pressure does not change 
when the reset lever is used 
for relocking. 


ALL-STEEL FRAME— pressed 
from heavy gauge, bright fin- 
ish steel. Can’t break, crack, 
or chip. Electrically welded 
—no bolts or rivets to come 
loose. Heavily plated inside 
and out to prevent rust and 
the subsequent soiling of 
clothes with rust spots. 


THE LOVELL NAME is on the 
frame—a guarantee of qual- 
ity and performance. Smart 
buyers look for this famous 
fifty-five-year-old symbol of 
dependability when buying 
a power-driven washer. The 
most widely known trade- 
mark in the washer industry. 





THE LOVELL MANUFACTURING COMPANY °® ERIE, PENNSYLVANIA 
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CLOTHES WRINGERS 
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Miser, and scores of other new sales-clinch- 
ing advantages! Get the details about the 
new Frigidaire appliances — ranges, washers, 
ironers, water heaters —that will give Frigid- 
aire Dealers outstanding products in the 
major appliance field. 

Thus, Frigidaire Dealers are about to get 
a head start toward a bigger year than ever 


lle’ 


before! The sales records they shattered in 
1936 and 1937 will be smashed anew in 1938! 
For behind its new 1938 Frigidaire with the 
Meter-Miser —and behind each of its revolu- 
tionary new appliances—Frigidaire will put 
the same dynamic, compelling sales-strategy 
that has made Frigidaire the largest selling 
refrigerator! And back that strategy up with 
the heaviest, most concentrated advertising 
campaign in Frigidaire history! 

So HOLD EVERYTHING for next month’s 


LO EVERYTHING | 





ee 


FRIGIDAIRE DEALERS TO GET HEAD STAL 
TOWARD BIGGER YEAR THAN EVER IN 193 


@ Frigidaire’s about to make headline news 
again! Watch for the first details of the 1938 
Frigidaire with sensationally advanced Meter- 


big Frigidaire announcement. It’s gol 
be another Frigidaire year — with new 
greater selling opportunities in the 

appliance field! 


FRIGIDAIRE DIVISION 


General Motors Sales Corporation - Dayton, 


TFRIGIDAIRE 


‘ . 
| | MADE ONLY BY GENERAL MOTORS 
— ’ 


